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BILL BROTHERS PUBLICATION § 


“Nothing Farmed Out 


Tt takes a lot of skilled people to create and produce a 
successful business motion picture or visual presentation. 
More than that, it takes modern equipment, laboratory 


facilities and well integrated technicians with know-how. 


Teamwork geared for efficiency ... men who know the tools 


of their professions . . . with nothing borrowed or sub-let 


to chance... means integration and economy. 


Complete control of production from script to screen, 


with “nothing farmed out,’’ means that the buyer gets 


swift, dependable service. 
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To 
Help 
Make 


Meetings 
More 
Effective... 


NEW YORK 19 
1775 Broadway 

~ 
HOLLYWOOD 28 
1402 Ridgewood Place 

. 

DETROIT 11 
2821 E. Grand Bivd. 

. 
DAYTON 2 
310 Talbott Bidg. 

. 
PITTSBURGH 22 
Gateway Center 

. 

CHICAGO | 
230 North Michigan Ave. 


Know-How 


SELF-CONTAINED UNDER ONE MANAGEMENT 


WORLD'S MOST MODERN AIRLINER 


THE JET-PROP VISCOUNT 


ROLLS-ROYCE of the Airways 


Everywhere you go discriminating travelers 
are acclaiming the fast, quieter, smoother, 
jet-prop VISCOUNT. And Capital, with 
the world’s largest fleet of VISCOUNTS, 
7 offers this most modern airline service 
throughout the East, Midwest and South. 
Once you've flown the VISCOUNT you'll 


' 
never want to go any other way! 


Capita 


AIRLINES 


THE VISCOUNT iS MANUFACTURED BY VICKERS-ARMSTRONGS AND POWERED BY ROLLS-ROYCE. 


et Pa 


oe 


\ 
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: SALESMAN 


MORE 


— SELLING 


TIME ! 


@ Your advertising in 
FRANCHISE-PAID CIRCU- 
LATION publications reaches 
the same men your salesmen 
must see to sell... paves the 
way for their calls. Subscrip- 
tions to these magazines are 
paid for by local distributors, 
to go to their best, most active 
customers and prospects. Sales 
men calling on these hand- 
picked prospects spend more 
time in selling because they 
introducing 
your company and describing 
your product, These buyers al- 
ready know your product and 
are ready to be “closed” 


spend less time 


Use 


FRANCHISE. 
-PAID 


CIRCULATION 
PUBLICATIONS 
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THE INDUSTRIAL PUBLISHING CORP. 


812 HURON RD. * CLEVELAND 15, OH 
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OF MARKETING 


HIGHLIGHTS 


WHAT IS MARKETING MANAGEMENT? 


‘The general sales manager for Chevrolet brings in $4 billion 
in orders a year. Would he do better if his title included the 
word marketing? ‘he word marketing in your title may mean 
you are top dog; or it may peg you as a staff rather than line 
manager. After you read this article, you may decide your 
present title describes your job, or you may decide you need a 


new title. 52 


A FIRST-CLASS SAMPLING ARRANGEMENT 


SALES MANAGEMENT'S new department “Corporate Close-Up” 
brings you a preview of how 19-year-old Look is absorbing the 
three million circulation of 69-year-old Collier's. It is a monu- 
mental sales operation for Vernon C. Myers, publisher, who 
first must sell Collier's subscribers to converting to Look, in- 
stead of accepting a cash refund, and then will look to sales 
executives to buy larger schedules in Look. 26 


WHAT YOU CAN LEARN FROM A RAILROAD 


Profits? Chesapeake & Ohio Railway stands 17th in mileage, 
but third in net profits among U. S. railroads. Passenger serv 
ice? ‘Trains on the C&O are 100% modernized. Freight? 
Ninety-one percent of freight cars are modern. If you are a 
chief executive, you will find idea stimulation in this intimate 
management report, though it does not deal with your product 


or industry. 29 


THE EDITORS LAY A WAGER 


After you have read this unorthodox information sheet for 
guests who register at the La Paz Hotel in Mexico, you'll 
vow that someday you'll visit it. You might also turn this 
information sheet over to your advertising agency as an example 


of how to write as friendly people talk. 60 
vn Audit Associated National ” Magazine 
‘@: — r ABD} Business Business MPA Publishers 
“" Cireulations Publications Publications Association 


SALES MANAGEMENT, with which Is incorporated PROGRESS, Is published the first and third Friday of 
every month, except in May, September and November when « third Issue Is published on the ot 
the month. Affiliated with Bll Brothers Publishing Corp. Entered as second class matter May 27, 1942, 
at the Post Office, East Stroudsburg, Pa., under the act of March 3, 1879. Publication (printing) offices, 
34 North Crystal St., East Stroudsburg, Pa. Address mail to 386 Fourth Avenue, New York 16, N. Y. 


SALES MEETINGS, Part |! of Sales Management, is Issued six times a year—in January, March, May, 


July, September and November. Editorial and production offices: 12/2 Chestnut Street, Philadelphia 7, Pa., 
WaAlnut 3-1788; Philip Harrison, General Manager; Robert Letwin, Editor. 


SALES MANAGEMENT 


DON'T PUT OFF ANY LONGER 


This may be your dilemma: Your sales have grown so that 
your system of maintaining your files is becoming hopelessly 
inadequate. Here is a way to make file changeovers less pain- 
ful—a change you can put into effect today. 90 


HE ROCKED THE BOAT 


Unguentine did. Last year, with sales holding up well, Norwich 
Pharmacal gave its old respected product an ‘entirely new 
formula, repackaged it, and raised the price. It was a daring 
move, but it is paying off. 69 


SURE, MONEY IS IMPORTANT 


But there are other elements in motivating your salesmen suc 
cessfully. Check yourself on your own leadership, and on the 
policies and attitudes which you as a member of top manage 
ment project to the people who work under you. 38 


COLLECTIONS FROM MARGINAL ACCOUNTS 


If your credit manager is not a member of your sales team, 
he should be. By exercise of tact, he can write friendlier letters 
and help you to keep marginal accounts active, and avoid 
troublesome situations for your salesmen. 42 
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@ The men who 
receive FRANCHISE-PAID 
CIRCULATION magazines 
are your best prospects because 
they are the select prospects 
and customers of the leading 
distributors or wholesalers in 
every marketing area. Your 
sales story in these publica- 
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IS IT TRUE? | Se Movant 


EXECUTIVE OFFICES, 386 Fourth Avenue 
New York 16, N. Y. LExington 2-1760 


“More than 50% of your sales are 


° . EDITORIAL 
made in Hometown, U.S.A.” 
EDITOR and PUBLISHER 


Philip Salisbury 


| EXECUTIVE EDITOR 
A. R. Hahn 


It could be true, but it’s up to you For Automobile and Gasoline Sta- MANAGING EDITOR 
And-—don’t permit national or metro tion Products we offer the under 10, John H, Caldwell 


politan media “we cover all” promo arket o 9.36% of te U.S. 
, i pro 000 market of 49.36 of total ; FEATURE EDITOR 


ions to confuse the soundness of local 
advertising and merchandising in Lawrence M, Hughes 


eklic ; Ps ASSOC. MANAGING EDITOR 
It’s time for more realistic market- Robert C. Nicholson 
ing, sales development and advertis- 


dollar volume 


For Grocery Store Products we offer 
10,085 chain and independent super r : 
i ratic or Bf f al : . 
markets each doing $75,000 or more ‘'"& allocation. Over 000 nation tn Senior Associate Editor, Alice B. Ecke 
per year—or a grand total of $19,600 vertisers are already using weeklies 
50.800 outeide / lit, par with profits. Associate Editors, Harry Woodward and 
YUU, ysutside metropolitan areas. Grant Jeffery 
7781 super market tay in business 
with weeklies Call a W.N.R. sales representative Chicago Editor, David J. Atchison 
For Drug Store Products we offer for detailed plan to fit your market Copy Editor, Amy Lee 


82,500,000 consumers in markets under needs plus information about 1 order, Cover Artist, Ralph Castenir 
10,000 or 560.5% of all U.S. consumer 1 bill, 1 check service plan 


DIRECTOR OF RESEARCH 


Jalen ; Dr. Jay Gould 
(f A) WEEKLY NEWSPAPER REPRESENTATIVES Ine, _ tt:Diecor of temarh, lid Hon 
NUM 


404 Fifth Ave., New York 18, N.Y. Phone: Bryant 9-7300 
PRODUCTION MANAGER 
Branch Offices: Atlanta, Chicago, Detroit, Los Angeles Mary Camp 
Asst. Production Managers, Aileen Weis- 
burgh and Virginia New 


READERS’ SERVICE BUREAU 
H. M. Howard 


$357,000,000 ee te 


SUBSCRIPTIONS 


’ yt DIRECTOR 
Effec live R. E. Smallwood 


Assistant Director, Edward S. Hoffman 


Subscription Manager, C. V. Kohli 
U. S. and Canada: $10 a year 
Foreign: $15 


AVAILABLE neoyer 


For Offices and Personnel 


Buying Income 


See Advertisers’ Index 


IN THIS RICH NINE-COUNTY MARKET OF THE ow sane 
LAPAYETTE JOURNAL and COURIER OFFICERS 


President, Raymond Bill 
For greater sales in this rich Northwestern Indiana market you Exec. Vice-President, John W. Hartman 


must use the Lafayette Journal and Courier. Its LOO] City Treasurer, Ralph L. Wilson 


Zone circulation plus 65°% coverage in the nine-county Retail Senior Vice-Presidents, C. E. Lovejoy, Jr., 
W. E. Dunsby, R. E. Smallwood and Wm. 
McClenaghan 


Bill Brothers Publications in MARKETING 
(in addition to Sales Management): Sales 
Meetings, Tide, Premium 


LAFAYETTE NA \APAVE Practice. INDUSTRIAL: Rub- 
WEST LAFAYETTE >? JOUR Nes "COURIER | | «= ber World, Plastics at 
INDIANA Member of Federated Publications P< il gy seg nie org a 

° ’ oor overing Fro ’ 


Grocer-Graphic, Tires and Yankee Grocer. 
Copyright, Sales Management, Inc., 1957 


lrading Zone, assures you of readership not available to you 


through any other newspaper or advertising medium. 


Indiana's Best ’ REPRESENTED NATIONALLY BY 
Balanced Market SAW YER-FERGUSON-WALKER COMPANY 


JANUARY 


MILWAUKEE 
IN THE 


NOW 1,120,000 
NEW STANDARD METROPOLITAN AREA 


AS REDEFINED BY THE BUREAU OF THE CENSUS 


As a result of Milwaukee’s rapid growth 
since 1950, the Bureau of the Census has 
amended the definition of Milwaukee's 
Standard Metropolitan Area by the addi- 
tion of Waukesha county, effective Novem- 
ber 1, 1956. 

The two-county area now has a population 
of 1,120,000 and 327,000 households, repre- 
senting a gain of 163,000 population and 
66,000 new homes since the 1950 Census 


Effective buying income in the two coun 
ties totaled $2,086,341,000 in 1955, and 
retail $1.379,420,000. Labeled the 
“Midwest's Boomtown of 1956” by Seventh 
Federal Reserve Bank economists, Milwau 
kee rates your close inspection for 1957 


sales 


THE MILWAUKEE JOURNAL 


Read in 9 Out of 10 Homes in the Metropolitan Area 


Notional Representatives, O Mara & Ormsbee, inc 


A. 5. Kromer 

Vice President and General 
Manager, Calumet Division, 
Calumet & Hecia, Inc 


Ordered reprints of “Oper 
stions Kesearch” article for 
“familiarizing our top di 
visional executives with its 
applications 


P. Kay Schwartz 
President, 
Proctor & Schwartz, Inc 


Sends occasional reprints 
to each member of his 
top, middle and junior 
management stalls 


8, 
D. L. Menzies 
President, Mead Johnson & 
Company of Canada, Ltd. 


Sent “Measure Your Firm's 
Future” to division and de 
partment heads “to be read 
thoroughly digested and 
commented upon,” 


Stuart R. Ives 
President, Armco Drainage & 
Metal Products, Inc. 


Ordered 100 copies of 
“Measure Your Firm's Fu 
ture” for circulation “among 
the men in our general 
office who are in supervi 
sory positions 


H. C. Mueller 
President, The Powers 
Regulator Company 


Distributed “Business in 
Politics” to his business as 
sociates and other industry 
executives. 


Morris B. Pendleton 
President, Proto Tools 


“The article on ‘Operations 
Research’ is so excellent 
that I would like to have 
56 copies for our major 
executives. OR as a method 
of management analysis is 
taking hold with justifiable 
rapidity, and management 


Business management finds 


generally should familiarize 
itself with it.” 


useful information in editorial reprints from 


During the first 11 months of last year, 17,481 business 
men purchased 578,994 reprints of Nation’s Business 
look-ahead articles. The requests came from big com 
panies and small, from businesses of every description 
all over the United States and Canada. A great propor- 
tion were signed by top management—presidents, vice 
presidents, general managers. Most of the reprints were 
wanted for distribution to executive staffs. 


All this is eloquent testimony to the continuing useful- 


ness of Nation’s Business to a remarkable audience. Of 
the 776,000 Nation’s Business subscribers, 580,000 are 
the men who actually own American business — the 
owners, partners and presidents of manufacturing firms, 
banks, retail and wholesale establishments—every type 
of business nationwide. 

The editorial content of Nation’s Business is focused 
directly on the three basic day-to-day interests of this 


special audience of business owners—government prob 


Frank Donaldson, 
President, 
Donaldson Company, Inc. 


Reprints of “Operations 
Research: Can You Use 
It?” accompanied his month 
ly “President’s Letter” to 
directors, principal execu 
tives, and key men. 


Curtiss E. Frank 
President, The Reuben H. 


K. F. Adams 
Executive Vice President, 
Halifax Paper Company, Inc. 


Ordered 100 copies” of 
“How Managers Are Made 
for key personnel because 
he felt it “might contribute 
to self-development in the 
field of business manage 
ment.” 


William E. Walsh 
Vice President, The Equitable 
Life Assurance Society 


W. C. Conner 
President, Alcon Laboratories 
Incorporated 


“Many Nation's Business 
articles have contributed 
Significantly to our program 
of developing leadership 
especially in the area of 
human relations.” 


R. H. Campbell 
Vice President and General 


Donnelley Corporation 
Ordered 


Ordered reprints of “Busi articles 


ness in Politics: How Far 
You Can Go” for distribu- 
tion to “key management 
personnel.” 


tivities.” 


lems, business leadership, national issues at the com- 
munity level. That is why business owners find each 


issue filled with helpful, usable information—why they 


read it carefully cover to cover—and why they respond 


so vigorously to its advertising. 

Advertising linage in 1956 jumped 20.6% over 1955 
... @ gain each month. Action in business results when 
you advertise to the men who own American business 


. In Nation’s Business. 


two 
never 
fail to read 
ness thoroughly, because it ‘Nine Ways to Measure 
contains so much informa 
tion I find of 
work and 


Sales Manager, Medusa Port- 
land Cement Company 


“The reprint we ordered of 


Your Managers’ has been 


in my of considerable value to us." 


ADVERTISING 
HEADQUARTERS: 


776,287 PAID CIRCULATION 711 THIRD AVENUE 
(A.B.C.), including 74,716 executives NEW YORK 17. NY 
of business members of the National . ; 
Chamber of Commerce and 701,571 


businessmen who have personal sub 
PI lelphia, Cleveland, Detroit 
scriptions : 


Washington, Chicago 


Angeles, San Francisco 


nul 


HP & AG is FIRST i in its field 


PAID CIRCULATION 

LOWEST COST PER THOUSAND READERS 
EDITORIAL VOLUME 

EDITORIAL QUALITY 

ADVERTISING VOLUME 

NUMBER OF ADVERTISERS 

NUMBER OF EXCLUSIVE ADVERTISERS 


Paid for (100% ABC) and read by the engineers and contractors 
who purchase-control the industrial-large building market's enormous 


product requirements. Write for complete information. 


6 N. Michigan, Chicago 


KEENEY PUBLISHING CO. AIR CONDITIONING HEADQUARTERS 


SALES MANAGEMENT 


EDITORIALS 


Cost-Cutting Is a Sales Function 


Let’s peer over the shoulders of three vice-presidents at Westing 
house Electric. The scene which may be affecting the ability of your 
salesmen to sell your product is described by Paul Lancaster in The 


Wall Street Journal: 


“Three men sit around a desk and ponder a small electric motor. 
Then the comments begin to flow. 


“*I don’t think it needs two labels.’ 
“ “Do we have to use this high-grade electrical steel ?’ 


“One of the men peers inside. ‘Why does it have to be painted 
in there?’ 


“The motor is broken open and the innards studied. ‘We could 
cut the amount of copper wire by winding the coils tighter.’ 


“ “How about those nylon washers? Does it need so many o1 
could we use something cheaper ?’ 


“And so it goes, until a dozen or so suggestions for cutting the 
cost of producing the motor have been tossed up.” 


The critical inspectors are D. C. Burnham, vice-president in charge 
of manufacturing; Dr. J. A. Hutcheson, vice-president in charge of 
engineering, and A. M. Kennedy, Jr., vice-president in charge of 
purchases and trafhic. ‘hese top executives were doing what thei: 
counterparts in Westinghouse’s 28 divisions do regularly: pick prod 
ucts apart, chip at costs. 


Note that no suppliers’ salesmen. were present. But several vendors’ 
relationships with Westinghouse nevertheless were being reviewed. 


We have no way of knowing whether the review was initiated by 
Westinghouse or whether it was initiated by one of Westinghouse’s 
current suppliers, or a supplier who is challenging Westinghouse’s 
use of existing materials. Out of each $100 of goods sold by Westing 
house salesmen, $60 represents purchases by Westinghouse of mate 
rials and services. Further, at Westinghouse the Sales Department 
now joins with the Purchasing Department to devise ways to cut 
the cost of produc ing Westinghouse produc ts. The salesman must con 
sider whether his customers really need the two labels, for example 
Redesign of just one part, an operating handle for example, will save 
Westinghouse about $40,000 a year on the 247,000 units. “The 
existing handle costs 23 cents; a new one can be had for 7 cents. 
It is a truism in purchasing that the profit accruing to a company 
from a 10% increase in sales can often be equaled by a saving in 
purchasing expenditures of less than 1%. 


Should sales executives and their salesmen wait until purchasing, 


agents confront them with ways to reduce costs of materials and 
parts purchased from vendors? The answer, obviously, is no, but 
how many sales executives and their salesmen take the initiative to 
suggest ways to their customers to reduce costs, even though they 
might lose some dollar volume? Some items are always highly com 
petitive; other items, including those with some patent or process 
protection, are not under as much price pressure. But there is the 
ever-present danger to a solid relationship that an entirely new prod 
uct or process will be offered to supplant what has been a pertec tly 
satisfactory one. But often it is the newcomer which develops the 
idea and walks away with the business because of an existing vendor's 
hesitancy to “rock the boat.” 
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Buyership 
in Action! 


The 11,648 Advertisers in the 
1956 Annual Edition of T.R., 326 
more than the previous edition, 
stand a proof that the ex- 
clusive T.R. “buyership” clientele 
can be reached only thru T.R. 


11,648 


Advertisers, placed 


43,435 


Advertisements in 
1956 Annual Edition 


Your advertising representation 
in T.R. assures you of coverage of 
better than 60% of the total Indus- 
trial Purchasing Power of the U.S. 
T.R. clientele insist on T.R. ha- 
bitually for Purchasing Decision. 
The record speaks for itself 


READERSHIP-ZERO 
BUYERSHIP-] 00% 


THOMAS 
REGISTER 


Thomas Publishing Company 


461 fighth Avenve New York ! 


: Poti 


‘ we « 


ITS ES Rd MAS VAT VV 
SA wa NTA pe ex Bee, ny’ wn i ee 


gf 
’ 


WE CHALLENGE YOU TO MATCH THE 


pe 


‘BASED ON NIELSEN 
a | 


1,045,580 TV HOMES“ 


in our coverage area... THE STEUBENVILLE-WHEELING AND PITTSBURGH MARKETS 
richest steel and coal area in the world—4,531,600 population, ranking with the 


nation’s 4th largest market — $71 billion income — $412 billion retail sales. 


FREE BONUS OF PITTSBURGH 


Our rate is based on our Steubenville-Wheeling coverage, so you 


get our coverage among 399,810* Allegheny County (Pittsburgh) 
TV homes absolutely free. 


WS | V=f VW ¢y EUBENVILLE PITTSBURGH <Q 


STEUBENVILLE, OHIO 


Represented by AVERY-KNODEL 


CBS-ABC-CHANNEL 9 230,500 WATTS 7 ane con eam OF 


* WHEELING 


Gen’) Mgr: John J. Laux, WSTV-TV, Steubenville, Ot ATlantic 2.46265 @ Nat'l Sls. Mgr: Rod Gibson, 720 Fifth Ave, N.Y. 17, N.Y. JUdson 6-5536 
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ADVERTISING VALUE YOU GET ON 


—— SURVEY *2 
ESL POE TSO 


N/A 4 


LOWEST COST PER THOUSAND 


cniiieain --‘Tv.HomES | COSTOF1HR.| COST OF 1 MIN. WEEKLY 
IN AREA* AA TIME AA TIME COVERAGE 

| WSTV-TV 1,045,580 ¢ $100 >) 552,870 
Sta. B, Wheeling 424,510 500 100 226,350 

Sta. C, Pittsburgh 1,218,110 2,000 500 971,790 


PHONE, WIRE OR MAIL COUPON FOR DETAILS TODAY 


e Complete directory of stores, buyers, 
wholesalers in WSTV-TV coverage area 


COMPANY 


e Comprehensive merchandising serv- sais , ‘ 
L ONt STA 
ice — tailored to your needs he 


MR. JOHN J. LAUX, GEN'L MGR. WSTV-TV, STEUBENVILLE, OHIO 3M 
| (© Please have your representative call 
| aceeiniaiaiiemmmmnaieel | © I'd like to see your new color film, “How to Make Money in the Steel Market.” 
Y “Ind f Ad t Effect | ( Send me a free copy of your “Index of Advertising Effectiveness.” 
e Yourown Index Oo VErUISING EITECK- | - tow can I get your DIRECTORY OF STORES, BUYERS, WHOLESALERS, ETC.? 
iveness’’ — prepared by Richard Man- ;o Send me your list of merchandising service: 
ville Research 
i NAME TITLE 
| 
| 
| 
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TOPS In 
Showmanship! 


Secs finest television facilities, add an experienced, 
staff with a real flair for ““lowa Barn Dance Frolic” 
showmanship, and the result is a station with some of 


the Nation's best local programming—WHO-TV! 


FACILITIES! Largest studios in Mid-West. Studio One 

is 50’ x 90’, Studio Two is 35’ x 70’. Complete kitchen 
also available. Equipment includes two 16 mm. movie 
projectors, one 35 mm, slide projector, one 4” x 5” 
opaque projector and one rear-screen projector with 
automatic 4” x 5” slide changer and 9’ x 12’ screen. 
Also big Mobile Unit, excellent Art and Photo Depts., 
plus complete color facilities, including two 16 mm, 
color movie projectors and one 35 mm, color slide 


projector, 


PERSONNEL: A tremendous pool of lowa Barn Dance 
Frolic talent, plus an imaginative, 35-man staff, 
headed-up by TV Program Director, Production 
Manager and 4 Television Directors. 525 cumulative 
years of show-business experience assure really pro- 


fessional local programming 


Yes, WHO-TYV is ‘tops in showmanship’ another big 
reason why lowans watch WHO-TV, respond to 
WHO-TYV, with an enthusiasm and loyalty accorded to 
few television stations in America. 
WHO.-TV is part of 
Central Broadcasting Company 
which also owns and operates 


WHO Radio, Des Moines 
WOC-TV, Davenport 


Channel 13 - Des Moines 


é: 


Col. B. J. Palmer, President 


P. A. Loyet, Resident Manager 
obert H. Harter, Sales Manager 
Peters, Griffin, Woodward, Inc. 
National Representatives Affiliate 


SALES MANAGEMENT 


In 1957 it is going to be much harder to pass along price increases 
caused by wage increases, or raw material increases, than in the past. 
So there will be considerably greater pressure this year by management 
to assist purchasing departments to devise ways to lower production 
costs. Managements will be tougher with themselves and there will be 
a lot more “there is nothing sacred about existing relationships.” 


The question for sales executives is whether they will take the 
initiative to make their customers unhappy with things as they are 
by offering them more for the money—and solidifying their hold on 


the business. 


80% Is Up To You 


The always-alert Research Institute of America editors talked 
with many executives on their perspectives for the new year, and 
ume up with eight key questions designed to make sure that fast 
hanging events haven't outdated old answers. 


Most of the eight numbered questions deal with problems con 
nected with the sales-marketing functions. No. 6 we would score 
as half sales, half general management. No. 8 is largely a production 
problem. So, as we interpret the questions, roughly 80% of the 
answers are supposed to come from the man in charge of sales. 


1. Are we on top of all market changes, in size, in nature, in 
regional and income distribution, in trade outlets ? 


2. Are we shooting for our proper share of the ’57 market? In 


many cases these days, black ink hides the fact that a business is when 
falling behind—not getting its full piece of the total pie. } ; i 
Ou Siilp samples 
3. Are we alert to what competition may have up its sleeve a id P 


in terms of new services, new products, fresh sales approaches? Could : 
) via S2ick 


our sales force be getting more of this information to us 


4+. Have we taken full enough account of shifts in seasons, con 


sidering the growing practice of starting promotions earlier? Boost your sales by getting there first! 


5. Have we adjusted to changes in customers’ buying habits? One Low $1.00 minimum makes it 
example in consumer goods: shoppers’ willingness to pay more for economical ... modern competition 


better-quality goods—confirmed again this Christmas season. makes it essential. 


6. Is inventory policy geared to the probable timetable of pay Follow through by delivering orders 
5 


increases (and price hikes to follow) among suppliers in °57 ? +, sie cialis’ <a ; 
I & SUPE via SLICK. Comparable-with-surface 


7. Is price policy flexible, geared for a year of growing pressure on rates make it a pleasure . . . speedier 


profit margins? Should escalator clauses be used ? reordering makes it a must. 


—— , 
8. Are cost controls in tight shape? ‘The best procedures run down SLICK’s world-wide network 
hill with time—does the staff need some reminding ? delivers everywhere. 


Call your nearest SLICK station 
for pickup today! 


Buck Rogers Is a Salesman 


‘The Buck Rogers name at Chrysler is Jupiter ; at Philco the name 
Sidewinder; and at Thiokol Chemical it is Matador. ‘These are 
just three of the names of missiles and rockets being developed fo 


our Government by American firms 


Honest John Ding-Dong ‘Thor Sparrow and Nike 
vortant to the prestige ol Douglas Aircraft You notice that 


[ 
' 
outer space names are now used as the peg 


for the ms building unmanned devices } i 
r the firms building unmant C777) MHL. 


Some 65 famous American firms are building Buck Rogers type World H.Q.. 3415 Coder Springs 8d, Dallas, Texes 
equipment Obvio isly, they are not mossback companies, ‘I hey mu 


be enterprising and creative Suck Rogers is a fine name on an domestic ond ‘ ot ob cargo * cirmoll 4 
ale express * po one. 


firm’s pay roll today 


‘ 
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1956 


Marked the 23" consecutive year 
of The Inquirer's total advertising 


leadership in Philadelphia. 


The Inquirer carried the largest 
advertising volume ever published by 
any Philadelphia newspaper. 


And in Philadelphia, The Inquirer is 


I“ in National Advertising 
I“ in Retail Advertising 
I" in Classified Advertising 


i 


The ee Inquirer «ale Trae. 


Constructively Serving ¢ Valley, U.S.A. 


Exclusive Adve g Representatives West Coast Representatives: 


NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD |. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave 20 N. Wacker Drive Penobscot Bldg. 155 Montgomery St. 3460 Wilshire Boulevard 

Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS « FIRST 3 MARKETS GROUP 
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SIGNIFICANT TRENDS 


Marketing News as Viewed by the Editors 


A WEALTH OF FORECASTS has doubtlessly 
shuffled across your desk in the past few weeks, 
telling you what to expect in 1957. At least one of 
them probably was prepared by your own people. 
Perhaps you made it or contributed to it. The 
others likely were contained in government reports, 
magazine articles, newsletters and speeches. 


By now you and every other outlook-conscious in- 
dividual should be fairly well convinced that the 
majority of our economic crystal-gazers envision a 
good year ahead. Not a real bang-up boom year, 
but a year of moderate growth which may see busi- 
ness doing a 4% bigger dollar volume and the 
Gross National Product flirting with the $430 bil- 
lion level. And, as seems to be the pattern of pre- 
dictions in recent years, the forecasters “see” a 
slight downturn in the second half. (Although pre- 
dicted, it didn’t materialize in either 1955 or 1956.) 


A covey of economists and business leaders, known 
as The Conference Board Economic Forum, met 
recently and added its conclusions to the stack. The 
members of this forum, which is sponsored by the 
National Industrial Conference Board, are highly 
respected seers, and it is significant that their fore- 
casts tally pretty closely with the others. But to us, 
the ideas, theories and good thinking presented at 
their panel discussion were equally significant—and 
even more interesting. Here are some selected re- 
marks: 


On forecasting: Forecasting is the art of drawing 
useful conclusions from inadequate premises. 


On business cycles: Looking over the postwar 
decade as a whole, we have experienced very modest 
business cycles in terms of amplitude and duration. 
The 1954 low was extremely modest. The 1949 
low in business was not anything that we would call 
very serious. In fact, we have had no real depres- 
sion in any sense of the word in this postwar decade 
and, indeed, we have had no serious depression in 
this country since 1938. This means that many of 
our people, many of our businessmen, have not had 
the experience of really hard times. This is some- 
thing to be kept in mind in assessing the present 
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picture and in looking ahead. We must realize that 
a period of prosperity of such protracted length is 
bound to have certain consequences with respect to 
people’s expectations about the future and to their 
willingness to invest and to spend. 


On productivity: As one gets to the top of a boom, 
with employment already high, any further increase 
in output—and the employment that would have 
to go along with it— means a slower increase in pro- 
ductivity. Additions to the labor force and to 
employment require bringing into the factories and 
other businesses employes who do not have the type 
of experience and the discipline necessary ... A 
4% or 5% increase in wages, such as widely 
granted in recent months, is not likely to be offset 
by a comparable rise in productivity in the new year. 


On credit: Credit will remain relatively scarce and 
probably become somewhat scarcer. We have 
probably not yet seen the cyclical highs in interest 
rates. In the next few months we face a develop- 
ment of uncertain magnitude, namely, the possibility 
of a March credit squeeze. Last year borrowings 
over the March tax date aggregated over $1.5 
billion, about 3% times as large as they averaged 
in the three preceding years. The volume of bor- 
rowing in March 1957, even if it is not as large as 
that in 1956, will probably be great enough to con- 
tribute an important squeeze on credit. 


On savings: The basic problem of our economy is 
a great willingness on the part of people to borrow 
and spend, which is not matched by a willingness 
to save. The wrong medicine would be a return to 
easy money because, to encourage saving, you need 
two things. You need, first, much better interest 
rate returns than we have had over the past 20 
years; and, secondly, you need some assurance that 
the savings made will not be dissipated by inflation. 


On capital spending: Orthodox expectation would 
be that at the end of the current phase of expansion 
excessive industrial capacity will exist across the 
board, and incentives to add more industrial ca- 
pacity will become quite modest. In other words, 
within the next year or two, we might develop 


Significant Trends (continued) 


symptoms of a decline in capital goods expenditure, 
and therefore a decline in the economy as a whole. 
There is one thing wrong with this projection! Two 
extremely powerful forces have come into being 
since the war, One is the permanent wage inflation, 
which puts a tremendous premium on the ability of 
industry to compete by constantly modernizing its 
equipment. Wage inflation has accelerated obso- 
lescence with a violence that was not known before. 
The other factor is the technological race with the 
Soviet Union. It has led to very substantial research 
and development expenditures each year. 


In summary: During 1957 there will be less chance 
of automatic growth bailing business or government 
or consumers out of poor decisions. That may be 
as significant a difference as any between the first 
postwar decade and the one we are now entering. 


CONSUMER DURABLES have been playing an 
increasingly important part in our economy. In 
1939, for example they accounted for just 7.3% of 
total Gross National Product. By 1955, after seven 
or eight years of practically capacity production, 
they represented 9.9% of GNP. Expressed some- 
what differently, consumption of consumer durables 
in 1955 represented an increase of 430% over 
1939, as compared with rise in GNP of 295%. 


Commenting on this phenomenon, “Perspective,” 
monthly publication of Calvin Bullock, Ltd., notes 
that consumer durable sales immediately following 
the war were the natural result of long pent-up 
demand, But since then a procession of new prod- 
ucts has simultaneously increased the durables per- 
centage of GNP and raised the American standard 
of living several notches. 


Just how important these new products have been 
was brought out by S. J. Stephenson, manager of 
the Westinghouse Portable Appliance Division, in a 
recent talk. He observed that new products ac- 
counted for approximately 60% of appliance sales 
in 1956. It was a bad year for many standard big- 
ticket items, with the result that three-fifths of the 
year’s volume was in products introduced since 
World War II. Said Stephenson: If the introduction 
of totally new kinds of appliances continues at this 
pace, 50% of appliance sales in 1966 could well be 
products not on the market today. 
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The electric frying pan is an example of consumers’ 
willingness to accept new products. Introduced just 
two years ago, sales in 1956 were expected to ex- 
ceed 3 million units at more than $60 million retail 
value. “And this,” said Stephenson, “is in the face 
of a $20 bill versus the $2.95 you used to pay for 
the old skillet.” 


BEHIND THE SALES TRENDS 

Big population is a liability in some countries, but 
in the U. S. increases in population are welcomed as 
an expansion of the market. Every child who’s 
born is a consumer from birth and, in our marketers’ 
eyes, he’s a potential prospect for just about every- 
thing during his three-score-and-10-year life expec- 
tancy. Recently “The Kiplinger Washington Letter” 
pulled together a collection of population figures 
and facts that should be of interest to everyone who 
sells. Here are some highlights: 


Total population is growing fast: 40 years ago, 100 
million; 10 years ago, 141 million; now, almost 170 
million; by 1975, 221 million. That’s a lot of 
people to be fed, clothed, housed and serviced. 


Birth rate is now steady at 25 per 1,000 per year. 
But as population grows this makes a higher total 
each year. All-time high reached this year, 4.2 
million. Five years from now, this crop will need 
schools; 10 years hence, bicycles; 20 years from 
now, automobiles, homes and baby carriages. 


More babies per family today than a generation ago. 
Rate now among women of child-bearing ages is 
120 per 1,000. It was 86 per 1,000 in the °30’s. 


Boom in births from 1940 to present will mean 
another housing boom beginning in 1960. One 
contributing factor to present decline in housing 
demand is that low birth rate in ’30’s is resulting in 
fewer marriages, fewer household formations today. 
The young fellow getting married this year was 
probably born in 1934, his bride in 1937. 


Shortage of workers, especially in the 25-to-34-year- 
old group, will be felt in next few years. The low 
birth-rate during the Depression is one cause. 
Women and older workers will fill in some of the 
gap. Interestingly, about 21 million women are now 
working. Predicted by 1965: 27 million. 
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‘“‘He sets up 6,324,500 games a week!”’ 


Ih pin boy h hye replaced in ovet 0.000 bowling alley placement parts, they leave our Sh Iby, Ohio, factory for every 
by our M ? pores fate in the country —« n Hawa { Alaska—|I Air Expr 
H cl bol for AMI ompletely romati nit Radio-controlled truct t pick-up time, often in hall 
nd retur the bal jatter of kxpre private teletype kee} in eye on the shipment 
Yet, with all th nd service, AMI { 


Hes on the job for one good ison—Air I pre from Shelby, Ohio, to PI ladelph ifor $ Th . j 


When an AMF automat! pinspotter f | iré or? than any otl mm 


—__. & AirExpress <n 


GaeTs THERE FIRST via US. Scheduled Airlines 


CALL AIR EXPRESS .. division of RAILWAY EXPRESS AGENCY 
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Mes 


This is a fast message 
unless its deferred char- 
acter is indicated by the 


a symbol. 


LASS OF SERVICE \ 


{ 


The filing time shown in the date line on domestic iteaile is ST ANDARD TIME 


WESTERI 


HELL DONE ‘AND BEST. Ww 
1957 


ries. | 
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Ww. P. MARSH js 


A tok 
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| 4 SYMBOLS 
: . DL=Day Letter 
; , NL=Night Letter 


R A M 1201 International 
toy Letter Telegram 


point of origin. Time of receipt is STANDARD TIME at point of destination 


ree | “nea ZINE | 


a mame 


FROM ITS PATRONS CONCERNING ITS SERVICE 
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In Philadelphia, buying begins at home 


The Bulletin goes home...delivers more copies to more people 
every seven days in Greater Philadelphia than any other newspaper 


Are you getting your share of the $161,000,000 Greater Phila- io 
delphia families spend each year for drugs, cosmetics and 
toiletries? Make sure. Start your selling in the home through 
the advertising columns of Philadelphia’s home newspaper—The 


kvening and Sunday Bulletin 


The Bulletin packs selling power throughout a market noted 
for its buying powe! Philadelphians like The Bulletin. They 
buy it, read it, trust it and respond to the advertising in it. 


The Bulletin is Philadelphia’s home newspaper. 


Vow—R.O.P. spot and full-color—Evening and Sunday 


Advertising Offices: Philadeiphia, 30th and Market Streets «* New York, 342 Madison 
Avenue * Chicag 520 N. Michigan Avenue. Representatives: Sawyer Ferguson Walker 
Company in Detroit * Atlanta © Los Angeles © San Francisco 


In Philadelphia nearly everybody reads The Bulletin 
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LE T TERS TO THE EDITORS 


It Said P. 106—but Someone Forgot to Remember 


memory—important asset 


Epiror, SALES MANAGEMENT: 

I have always derived a lot of bene 
fit from SALES MANAGEMENT maga- 
zine—it certainly is crammed full of 
exccilent material and in good style. 

While going through the Decem- 
ber 7 issue, | was quite interested in 
testing my own memory after reading 
the article by Dr. Bruno Furst 
(“How to Remember Names and 
Faces,” p. 38). To remember names, 
faces and associations I believe is one 
of the most important assets a man 
can have today. After looking very 
closely at the eight men pictured, | 
turned to page 106 as suggested in 
the text and found instead of pictures 
of the men, an article entitled “De- 
cember: It’ll Be a Record Smasher!’’. 
Someone forgot to remember that the 
format was changed, and instead the 
pictures appeared on page 114. I’m 
sure you know about this already; 
however, I thought I would take this 
opportunity to let you know how 
deeply readers of your magazine con 
sider its content. 


William C. Heimburg 


Manager of Sales Services 
New York Life Insurance Co. 
Agency Department 


New York, N. Y. 


paging SPEA 


Epiror, SALES MANAGEMENT: 

By now this is almost ancient his- 
tory hut we recently had an oppor 
tunity to read your article “Give the 
Salesmen Promotion to Get Excited 
About,” which was carried in your 
March 15, 1955 (p. 42) issue. In 
this article you mention the existence 
of a Sales Promotion Executives Asso- 
ciation. Would it be possible for you 
to give us the current address of this 
organization as we might very well 
be interested in becoming associated 
with it. 


J. C. Lower 


Sales Promotional Manager 
National Laboratories, Inc. 
Toledo, O. 


> For information about the Sales 
Promotion Executives Association 
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write to: Mr. Julian Ross, Execu- 
tive Secretary, Room 1014, 220 West 
42 St., New York 36, N. Y. 


more stuff of this sort 


Kprror, SALES MANAGEMENT: 

Just a note of thanks for Grant 
Jeffery’s kind treatment of us in the 
appliance service story “Clean-Up in 
Appliance Service Mess,”’ Nov. 2, p. 
54). 

Aside from what it did for out 
egos, the article was stimulating read- 
ing and left many of us wishing for 
more stuff of this sort in the business 
press. 


Donald Holden 


Henry Dreyfuss 
New York, N, . iP 


low income groups 


Epiror, SALES MANAGEMENT: 

Once again SALES MANAGEMEN' 
has hit the nail on the head. 

In the December 7 issue, pp. 
and 30, the item about low income 
groups (“Significant ‘Trends’’) is par 
ticularly apropos of the economic situ 


tj 


ation in our area and we would like 
permission to summarize it in our 
next publication to members. Ob 
viously, we will credit your publica 


tion as our source, 
J. .W. Coffin 


Manager 

Anderson County Chamber of 
Commerce 

Palestine, ‘Tex. 


Sign of the Times 


Eprror, SALES MANAGEMENT: 

I’ve been meaning for some time 
to tell you that all of us at this office 
were extremely impressed with Alice 
B. Ecke’s article on Socony Mobil’s 
new signage (Sept. 7, p. 86). 

We all feel that it was a compre 
hensive report, most thoughtfully pre 
pared, and I’m sure that other firms 
that have been closely associated with 


‘continued on page 23) 


Ctickin’ 


wn “round 
KLEEN*STIK 
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K-S K-S 


K-S 


a 


WINNING PLAN FOR RAPISTAN 


You can’t hardly turn your head 
these days without seeing either a 
successful application of KLE EN- 
STIK . or an ideal opportunity 
to put this superior self-stickin’ ad 
hesive to valuable use! And adver 
tising and merchandising men once 
bitten by the KLEEN-STIK “bug” 
are always on the alert to change 
the latter into the former 


Take the case of KEN MAATTMAN 
Adv. Mgr. for RAPIDS-4STAND 
ARD CO., INC., Grand Rapids 


Mich. This firm produces top-qual 
ity conveying equipment nite 
nationally famous as | Cadillac 


of the materials handling field. For 
some time they had been trying to 


develop a product label that would 
go on quickly, easil ind perma 
nently measure up to the quality 
of the product yet stay within 


reasonable cost limit 


Metal name plates? Drilling and x 
attaching drive screws proved too % 
costly, Decals? Eliminated because 


of 
yjlication, Paper labels 
I 


' 
t-i-m-e and (ugh!) me in ap 


s“s 


with special cement almost made it 


but they wrinkled and tore, pre 


senting a shabby appearam 


x 
About this time, enter GERRY & 
HOTELLING of ACK-HI DI 
PLAYS with a suggestion for using 
KLEEN-STIK, the spn tichu x 
adhesive. Outcome was this two bh 
color silk acreened 14 Nthop per 
on KLEEN-STIK 65-lb Bright 
Silver Foil. True to its nam it x 
sticks clean and tight on metal ba 
on all other smooth, hard surfa 
No glue, no water, no muss or fu 

goes on in half the tin with a 2 

simple peel-an’-press, and add ’ 
long-lasting prestige ad 

x 
Top-notch product labels are onl b 
one category where KLEEN-STIK 
shines, This modern-day adhesiv: 
stock produces sales-buildin' P.O.P. x 
of every type window streamer b 
shelf edgers, 3-dimensional piec 
bumper strips, and lots more, Have 
your regular silk-screener, printer, * 
orlithographer show youhis ‘stand. @ 
out” collection of KLEEN-STIK 
ideas or write for our fre« 
Idea-of-the-Month”’ servi x 

w 


KLEEN- 


IK Products, Inc. 


cers in Pressure-Sensitives 


Advertising and Labeling 


7300 W. Wilson Ave. ® Chicago 
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li Read 


Colorful Cummins Plastic invites readership, commands 
attention, helps sell sales material, reports and presenta- 
tions. Pages turn easily, lie flat, are easier to read and 
have that professiona!ly-bound appearance. Designed 
for operation by anyone without specialtraining, Cummins 
precision plastic binding and punching equipment is 
easy to set and perfectly safe, always ready for binding 
when you need it. Plastic Binding Material by Cummins 
is available in ten smart colors and in popular ring cen- 
ters and diameters. Make sure your booklets ... one, ten 
orathousand...are ready when you need them. They're 
bound to be accepted because they're bound to sell 
with Cummins! 


Cummins is the nation's leader in paper punching 
equipment, and has been for more than 70 years. 


with Cummins 
"do-it-yourself" 
plastic binding! 


SEMI-AUTOMATIC SPEED BINDER 


Fast, effortless binding made pos- 
sible with exclusive automatic re- 
lease, convenient plastic material 
feed tray, quick dial setting. 


Send for Informative 

new booklet describ- 

ing Cummins Plastic 

Material, Plastic 

Binding and Plastic 
+ Binding Equipment. 


+*Bound 


DESK-A-LECTRIC PUNCH 

Hand punching bottlenecks elimi- 
nated, entire plastic binding process 
quickened with a fraction of the effort. 
Automatic performance guaranteed. 


IN BUSINESS ANDO BANKS @ SINCE 1887 


Umm 


LL 


Cummins-Chicago Corporation 
4740 N. Ravenswood Ave. Chicago 40, Ill. 
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LETTERS 


Socony Mobil’s sign development will 
agree with us. 


Peter Schladermundt 


President 
Peter Schladermundt Associates 


New York, N. Y. 


June in January 
Eprror, SALES MANAGEMENT: 

In the past few days we have had 
occasion to ask again for the reprint 
of “The Big New York Buying 
Group: How They Work, Stores for 
Which They Buy” from your issue 
of June 1 (p. 66). 

We thought you would like to 
know that this is being put in the 
hands of the executives in our Sales 


Division. 


C. B. Seeman 


Sales Manager 
Bigelow-Sanford Carpet Co., Inc. 
New York, N. Y. 


newspapers as marketers 


Epiror, SALES MANAGEMENT: 

I just saw the full page in your 
recent issue on the marketing assist- 
ance rendered by newspapers (“How 
Much Marketing Do Newspapers 
Give Advertisers?,”” Nov. 16, p. 84). 

As chairman of the Marketing 
Committee, please permit me to thank 
you on behalf of the Newspaper Ad- 
vertising Executives Association. 


L. F. Newmyer 


Advertising Director 
Toledo Blade 
‘Toledo, O. 


off to right start 


Eprror, SALES MANAGEMENT: 

1 believe your Nov. 10 issue has 
a most appropriate article for our 
January Advertiser's Digest. 1 am re- 
ferring to “What Can Make People 
Buy in 1957?” by Ernest Dichter 
(p. 59). 

We would like, to reprint this arti- 
cle in our 1957 lead-off issue. 


S. A. Waterman 


Editor 
Publishers Digest, Inc. 
Chicago, III. 
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| TROY, N. Y. 
| MARKET 

| 211,148 

| CONSUMERS 
| 

| 

| 

| 

| 

| 

| 


e EFF. BUYING INC. 
$21 1,621,000 


e RETAIL SALES 
$ 149,653,000 


* CITY ZONE COV. 
990 


¢ CIRCULATION 
48,601 


THE RECORD 
NEWSPAPERS 


* THE TROY RECORD * 
* THE TIMES RECORD * 


TROY, N. Y. 


ESSENTI 


for important people.... 


“Yes, lread ‘U.S.News & World Report’” 


—say twice as many people as just six years ago, in terms of circulation—now more than 
875,000 net paid. Three out of four subscribers hold managerial jobs. A family income 


average of $14,826*is a good measure of their job levels. 


“I find ‘U.S.News & Word Report’ most useful in my work" 


—gsay the important people. As a continuing research project, some 153,000 people listed 
in the annual rosters of America’s outstanding leaders are regularly surveyed as to how 
they read and rate the magazines in the news and management field. “U.S.News & Wor.p 
Rerorr” has consistently received the most votes as the magazine most useful to them 


in their work.* 


“| have confidence in ‘U.S.News & World Report'”’ 


—these same studies also ask the executive 


in which one of these magazines he places 


the most confidence. In all studies, the 


most votes consistently go to “U.S.News & USEFUL NEWS 
Worwp Reporr.”* FOR IMPORTANT 
PEOPLE 


No wonder the roster of advertisers in 
“U.S.News & Wor-p Reporr” is as impres- 
sive and outstanding as the roster of its 


subs« ribers. 


Americas Class News Magazine 


An essential magazine 


Essential to more and more readers 


Essential to more and more advertisers 
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EXAMPLE: 45.7% OF THE EXECUTIVES LISTED 
IN THE LATEST EDITION OF “WHO'S WHO 
IN COMMERCE & INDUSTRY" REGULARLY 
READ “U.S.NEWS & WORLD REPORT," 


The findings are based on a 79.2‘ 


to a written questionnatre, as reported 


Benson & Benson, Inc., Princeton 


Re seart h Re port No MY, at ailabl ( re 


t 


MAGAZINE RECEIVING THE MOST 
VOTES AS THE ONE MOST USEFUL 
TO THEM IN THEIR WORK 
“U.S.NEWS & WORLD REPORT." 


MAGAZINE RECEIVING THE MOST 
VOTES AS THE ONE IN WHICH THEY 
PLACE THE MOST CONFIDENCE— 
“U.S.NEWS & WORLD REPORT.” 


The People Who Spark America 


* For the research reports on these studies, ask 

your advertising agency or write our advertising offices, 
45 Rockefeller Plaza, New York 20, N.Y. Other offices 
in Boston, Philadelphia, Cleveland, Detroit, Chicago, 
St. Louis, San Francisco, Los Angeles, and Washington 
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Now more THANS 75,000 net Paip ciRCULATION 


...@ market not duplicated by any other magazine in the field 
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COMMUNITY 
COMMUNICATIONS 
CENTER! 


by 
Harold Walker 


Have you ever thought of a radio sta 
tion a8 @ Communications center, around 
which revolve the activities of an entire 
ommunity? Well, WDIA is that cen 
ter, from which emanatess the centrifu 
gal force motivating 43% of the popu 
lation of the Memphis area which is 
Negro 


Built on Service 
The establishment of WDIA as a 


communications center was possible 
through one fundamental: Service! WDIA 
serves Memphis Negroes individually 
and en masse. Stars and staff of our 
gospel programs announce choir prac 
tice, raise building funds, and aggregate 
large audiences for church programs. In 
affairs of a social nature, WDIA pub 
licizes their parties, club meetings, re 
eptions ind promotes charity events 
from script dances to chitterling suppers 


Humor to Pathos 


WDIA's Lost-And-Found Department 
makes hundreds of announcements, 
weekly, for the return of articles, rang 
ing from billfolds and teeth to red 
mules and biue tick hounds yes, and 
children, too! This personalized service 
may extend to contacting relatives for a 
funeral—-or securing blood donors to save 
i life. Whatever the need, individual or 
collective WDIA meets it! 


Economic Force 


You can understand why Memphis 
Area Negroes react to WDIA with over 
whelming acceptance—-why they consider 
WDIA their station-——why they, annually, 
buy a quarter of a billion dollars worth 
of products recommended by WDIA 
Stars These include 


Pet Milk . . Crisco . . Folger 
Coffee... Ford .. Tide .. Blue 
Plate Foods . . Sal Hepatica,. 
WDIA can sell your brands in fabulous 
volume to this specialized market, Drop 
4 note, on your letterhead, for specific 


information ind for a bound copy 
of Ihe Story of WDIAI" 


WHDIA te represented nationally by 


John ft Pearson Company 


Sib Vip 


JOHN PEPPER, President 


fix Pap 
ION, General Manager 


BERT FERGI 
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CORPORATE CLOSE-UP 


Look Focuses for 5,000,000 Circulation 


An anticipated 20% increase in Look’s circulation in the next two 
months confronts Vernon C. Myers, (above) publisher, with: 

1. How can he merchandise to advertisers and prospects an un- 
known number of subscribers inherited from deceased Collier's list 
of more than 3,000,000 and committed only for unexpired terms of 
varying lengths? Indications are that more than 1,000,000 will accept 
Look in preference to one of the other substitutions offered. 

2. How can Myers achieve the long-run solution to the first prob- 
lem by converting what he calls “a first-class sampling arrangement” 
into permanent guaranteed circulation? 

Subscription conversions do not commence until February. ‘To 
begin immediate ‘promotion of the still intangible, mid-December 
circulation windfall, Look’s Advertising Sales Department centered 
merchandising activities in the magazine’s 50 space salesmen instead 
of any formal, printed offering. Their objective was to relay to cus- 
tomers and prospects—in an authoritative fashion—the opportunity 
which Look foresaw of greatly increased circulation without addi- 
tional cost during the months immediately ahead. 

Look has gone far out of its way to impress Collier’s family of 
readers that no shotgun is involved in any alliance they may now care 
to enter into with Loof. So far is Look from wanting anyone to feel 
railroaded that it is offering the alternative of a number of other 
companies’ publications to which unexpired Collier's subscriptions can 
be switched or, on request, a cash refund. Many leading magazines 
were among applicants to get on the list, Myers reports. Look’s pri- 
mary consideration in making a selection was that Collier’s sub- 
scribers be offered a wide latitude of choice. 

At press time, Look’s growing list of alternative substitutions in- 
cluded The American Home, Charm, Coronet, Esquire, Living for 
Young Homemakers, and Popular Photography. 

Other than Larry Reynolds’ cartoon, “Butch,” Look has not com- 
mitted itse!t to continuing any Collier’s features that might be 
expected to retain subscriptions in the Look family. Myer’s confidence 


that Look will reap the fullest benefit from a completely voluntary 


switchover arrangement is based on his conviction that Look already 


HAROLD WALKER, Commercial Manager 


has “the best editorial formula in the business.” 
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All postmarks are actual reproductions. Post 


offices mentioned in the text really 


Grit sells a mass market 


of 16,000 true small towns 


You have to Aimwell (La.) your Rifle (Colo.) to 
penetrate the magnificent market represented by 
America’s true small towns. 

Grit is the only national publication which de- 
votes itself exclusively to their interests. It’s the 
only one with a circulation concentration as high 
as §8.53%—or anything approaching that figure— 
in towns of 2500 and less. It's the only one to offer 
virtual home-town coverage of 16,000 such towns 
all over the land. It’s the only one to capture the 
‘feel’ of true small towns—towns beyond the 
sphere of influence of major cities. 

Here is a world that’s comfortable and opti 
mistic and good. The friendly druggists are really 
friendly —they’ ve watched their customers grow up 


The school teachers practice the fundamental 


eiatatats 


CREATE. 
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exist 


discipline of the three R's. And the streets aren't 
cluttered with frantic cut-price merchandisers. 

Here is a mass market in which you can wina 
lasting consumer franchise by sound advertising— 
with Grit as your spearhead. We have, and shall be 
glad to furnish, 21 years’ proof of that statement. It 
is more true today than ever before—for Grit, with 
4 million readers and significant advertising gains, 
is more influential than ever before 

For a big-space, full year’s campaign in Grit, you 
need only pay about as much as you would for one 
insertion in a mass-circulation weekly—a mighty 
Ky., Md., N.C., N. Dak., Tex., Utah) 
for a mighty big sales Advance (Ind., Mo., N.C.). 


Co., Williamsport, Pa. « Represented by Scolaro, 
Meeker & Scott in New York, Chicago, Detroit, Philade Iphia; and by 
Doyle & Hawley in Los Angele: 


small Price 


Grit Publishing 


and San Francisco 
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MEET THE MAN 
BEHIND THE AD CAMPAIGN 


THAT DID EVERYTHING 


BUT SE LL ! 


Now walt a minute — don't get the wrong idea. it cou/d have been a 
great campaign. Plenty of hard-seliing headlines that pounded home 
the theme...copy that toid the story in fascinating fashion... layout 
and illustrations art directors dream about...media selection in the 
right space, and at the right time. 


So nothing happened! How come? 
The pay-off at the counter was missing. No Merchandising at the 
Point-of-Sale. 


Our business is Merchandising at the Point-of-Sale. We've had 
more than SO years’ experience in this one vital field of advertising. 
We've designed and produced point-of-sale merchandising programs 
of every kind, to meet every retailing need.We can dothe same for you! 


Contact our nation-wide organization today. We'll show you how } 
your hard-selling ideas can be developed into practical point-of-sale 
merchandising programs that create traffic — that se// more merchan- 
dise for you. j 


Merchandising at the POINT-OF-SALE 


* Lithographed displays for indoor and outdoor use * Animated Displays 
¢ Cloth and Kanvet Fiber Banners and Pennants ¢Mystik* Seif-Stik Dispiays 
* Mystik*® Can and Bottie Holders *Mystik* Seif-Stik Labels «Squee-zei* 


* Econo Truck Signs *¢ Booklets and Foiders ¢ Moided Piastic 


CHICAGO SHOW PRINTING COMPANY, 2660N. KILDARE, CHICAGO 39 
Trademark Myetik Registered 


SALES MANAGEMENT 


Galt Movaqeeals 


January 18, 1957 


CHESAPEAKE & OHIO Railway Co. 
stands 17th in mileage—but third In 
net profit among U. S. railroads, The 
reasons lie in “Chessie’s” sales and 
service meth ds 


Chessie's Creative Selling 
Makes Railroading Profitable 


C&O is one railroad that is making money. And all =‘ S11) milion: ~ 
: : ‘1 et profit up 15%, trom > to 
because it believes in modern management methods and $67 million, and 
Dividend rate on common stock up 


modern sales techniques. This is a story of imagination = \40/,, from $3.50 to $4. 


° 4 *,! Both revenues and proht are all 
applied to transportation . . . and it's an eye-opener, i ee 6199 wear old 
railroad, the earliest predecessor o! 
which was launched before 13 state 


BY LAWRENCE M. HUGHES united into a nation 


Although C&O stands 17th in 


mileage among all U. S. railroads 
in 1956 it rose from fourth to third 
Read the reports of other railroads C&O is the way to ship and go in net profit. Due in part to $10 mil 
and weep When Chessie’s railroad made its lion from oil and gas properties, the 
Urging an emergen 7% boost in first annual “flash” report for 1956 Union Pacific will rank first. ‘The 
} freight rates, the New York Central on Wednesday, January 2 90 OO0 Santa Fe may stand second 
tells the Interstate Commerce Com stockholders purred. ‘The railroad Yet C&O rising Sales revenue 
mission: “We are phoning from jail full record for the year will reach till is only 80% of the UP 70% 
to try to get enough money to meet them in late January. of the Santa Fe’s and 60% of the 
our pay roll.” ‘The Pennsylvania, its C&Q’s very ability to summarize Southern Pacific’s—long the top three 
pronts disappearing will operate in a full year’s operations weeks of! in railway profits 
the red in 1957, unless we get some months faster than other corpora While the gray feline and the slo 
relief.’ tions suggests how fast this $1 billion gan “Sleep Like a Kitten on the 
The Chesapeake & Ohio Railway 5,100-mile system is traveling C&O” were not officially born until 
Co., Cleveland, could use that rate Among other trends, the report 1933 (a period when two-thirds of 
rise too. But while facing its full signed by Chairman Cyrus S. Eaton the nation’s 132 Class | railroads were 
share of costs and problems, the C&O and President Walter J. ‘Tuohy, will being squeezed through the wringe 
concentrates not on complaints but reveal: her railroad has operated in the black 
on convincing customers that the Sales revenues up 10%, trom $380 every year since 1899 
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Chessie's Creative Selling 


(continued from page 29) 


Ihro igh if least nine li r 


l 
rrom (jeorge Wa hington founding 


of the Jarne R ver Co. in 178 ond 
Virginia’s chartering of the Louisa 
Railroa Lo n 1836, . . through 
the 1 gyzed re es o1 h transport 
titans as Coll P. Huntington, the 
brothers Van Sweringen and Robert 
Ie Young the old “coal carrier 
ha kept ch ivging ilong 

nee World War II Chessie h: 
not onl gre n faster than ever but 
ha taken olid tride to insure 
reatet growth tomorrow Anal Zing 


what makes C&O grow,” President 
| ioh (a 


point to five tactor 


eteran ale Manager 
l. Industrial development and di 
ersification 
; Vlore i ] better facilitie t 
handle lhiore b lit 


Vigor ell 


; 


he tter 


ng public rela 
tions and advert) iz to develop all 


bi ii he of the b ne 


) ' ; 
! I esearcn and nnovations to im 
prove method mid stre iwthen opera 
rion and 
Gsrowth through coal’ bright 
Tit r 


1. The C&O Sparks Its Own 
Dynamism. 


Che ape ike Ohio Railway Co 
embraces thre Major roads the 
CAQ). Pere Viarquette and Hocking 


HAVUUUA HY LOL AAAI muni mnt 


Valley. The system reaches throug 
from Newport News on 
the Atlantic through Virginia, West 
Virginia, Kentucky, Ohio, Indiana to 


1 
seven states 


through Michigan, and 
across lower Ontario to Buffalo. It 
includes cross-lake train ferry service 
from Michigan to Wisconsin. ‘The 
core of all this is the Kanawha-Ohio 
valley, otherwise known as “the Ruhr 
of America” and, recently, “the Atom 
Valley. 

Coal carrier C&O has become the 
supply line of chemi als motormaking 


and 


Chi ago; 


many another industry. Its an 
nual $170 million “merchandise” o1 
non-coal freight exceeds total revenue 
of about 90% of U. S. railroads. 


Since 1929, when trucks, passenget 


motor cars, pipelines, waterways and 
airplanes have risen in combined on- 
slaught to win the railroads’ sources 
of revenue, the three C&O component 
roads still managed to more than 
double coal and coke business; to 
boost revenues 120% 
to treble other freight 
revenues. Meanwhile, in this period, 
C&O passenger and “front end” 
(mail and express) dollar volume de 
clined only 2%. In the last decade 
the C&O has worked systematically 
to create more and more diversified 
corporate customers. The 100 or 
more new plants annually which it 
now helps to locate on its lines pro- 
vide an additional annual revenue of 


about $4 million. 


merchandise 
and nearly 
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Cyrus Eaton Develops Industries and People 


Cyrus Stephen laton, 72, has been 
illed “the last of the finan ial ‘litans 
of the “wenti 

But h npa on the Sixties naay 
nean h more 

In 1954, when Robert R Young 
ind \lleghan Corp old their C&O 


holdings to battle the “Morgan crowd” 
for control of the New York Central 
| iton ceeded h ma C&O chai 


Keaton has long been C&QO’s largest 
ndividual stockholder. With 205,000 
hare of common plus +5, OOO more 
through a family holding company, 
to only 3.1% of} 
the 8,107,000 common. share out 


tand ng \t present price of 66 this 


his “interest come 


a mere $16 million of the total 
$532 million of common outstanding 
But with 90.000 others (including 
owners of the 87,000 shares of con 
vertible preterred ) dividing up the 
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rest, he can hold a firm hand on the 
throttle 

Lhe others seem glad enough to 
have his hand there 

After losing a first fortune in the 
depression Icaton created anothet 
of at least $100 million. 


that Katon-controlled properties are 


| Stimates 


worth $2 billion probably are too 
nodest 

rom Steep Rock, Ont., to Ungava 
Bay in far-northern Quebec, he now 
holds sway over more iron ore than 


iny other man. Educated guesses on 
Ungava Bay range between 10 bil 
lion and 32 billion tons of medium 
pr ide ore. With Nelson Rockefeller 
and others, he is helping to put $100 
million into developing the Vale de 
Rio Doce iron mountain at Itabira 
Brazil 

While such properties are not 
exactly on-line for C&O, mounting 


numbers of Chessie’s cars that take 
coal down to the sea for export now 
return laden with imported ore. 

Eaton also fosters home industries. 
Through Cleveland Cliffs Iron Co. 
he has substantial holdings in Re- 
public Steel (which he also helped 
to found) ; Inland, Jones & Laughlin 
and Wheeling steel companies, and 
Youngstown Sheet & Tube. He now 
controls West Kentucky Coal Co., 
third 
His investments in other corporations 
from paint (Sherwin-Wil 
liams) to public utilities. 


largest bituminous producer. 


range 


As a director of two electric com 
Eaton tells SALES 
MANAGEMENT that he tries to see 
that “coal for power is laid down ef- 


panies, Cyrus 


fectively. ‘These companies must have 
a dependable supply of coal at lowest- 
possible cost.”” The same applies to 
steel and other industries. Eaton 
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“4 PASSENGER TRAINS on the C & O are 100% modernized, a 
feature that characterizes the road’s progressiveness. They are 
part of the $520 million spent for up-dating in past decade. 


FREIGHT TRAINS, as well as passenger trains, are dieselized. 
All passenger cars and nearly all freight cars are new. Capital 
expenditures budget continues to grow on C & O. 

v 


2. Chessie Creates a "Brand 
New" Railway. 

The C&O has built the “plant’’ 
to do a bigger, better, broader trans 
Capital expenditures 
totaling $520 million in the 1946-55 
decade 


portation job. 


modernized passenger cars 
100% ; freight cars 91% ; locomotives 
88%; train ferries 57%, and sig- 
naling equipment 69%, 


But before the new plant was built 


thinks of C&O’s services as vital links 
in the chain of mass production. 

He also believes that “mass pro- 
duction, mass consumption and mass 
capitalism all must develop together: 
Americans are more productive than 
the Russians or the Chinese—not only 
because of better facilities and more 
skill but because they can have a 
stake in their companies’ progress. 
The best way to fight Communism 
is to make every American a capita 
list.” 

In the last five years 3,300 C&O 
employes have become stockholders in 
the company. And under a stock-op 
tion plan 48 members of manage 
ment are becoming substantial own 
ers. (In $100,000 
salary, President ‘Ituohy has been al- 
lotted 10,000 shares.) ‘They buy at 
market price on the day of their 


addition to a 


commitment. 

Although the company has no exec- 
profit-sharing plan as_ such, 
Cyrus Eaton points out that profit 


utive 
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the C&O outgrew it. Last October, 
for the first time, locomotives were 
“completely dieselized.”” But in addi 
tion to 222 diesels delivered in 1956, 
to bring the total fleet to 1,019, 30 
more have just been ordered for 1957. 
‘The current fleet of 87,599 freight 
cars is being 
12,000. 
Instead of reducing capital expendi 
tures, after 10 years of 


increased by about 


“moderniz 
ing,’ Chessie has had to double their 


progress provides an annual fund that 
IS “divided and awarded in propor 
tion to individual contributions to it. 


“My own contribution is largely 


Chief Stockholder, Cyrus Eaton 


annual rate. In 1956 the company 
put $90 million to this task, and in 
1957 the budget is $113 million. 
Four-fifths of the 10-year expan 
sion and improvement program were 
paid for out of earnings; one-fifth by 
increase in funded debt. But in addi 
tion to permitting the railroad to han 
dle more business better, these facili 
ties themselves “create” profits. Over 
this period, while ratio of operating 
expenses to revenue was reduced from 
75.1% to 68.1%, net income was 
boosted from $28 to $58 million. And 
ratio of net income to revenues rose 
from 11.6% to more than 159%. 


3. The C&O Is Sales-Domi- 


nated. 

“The C&O,” says Walter Tuohy, 
“is a sales-minded railroad. All of our 
Thou 


sands of them, in 26 cities, have or 


30,000 people are salesmen. 


ganized to provide better service to 
customers.” The company has four 
forces, totaling 500, who are “selling 
all the time” 
senger services, and industrial devel 


: coal, merchandise, pas 


opment. 

For five separate campaigns in 
1956, C&O spent a total of $1.1 mil 
lion annually for advertising “to back 
them where it will do the most good,’ 


4. The C&O Blazes New Trails. 


Chessie’s railroad does not merely 
buy new facilities: It creates and pio 
neers them. 

(continued on page 100) 


CELL LULL MUM UMM 


in, supporting the vigorous, enthusias 
tic men who are running the railroad. 
| have never vetoed any of their de 
cisions,” 

He admires “brilliant men,’ who 
clear] and big 
In some well-heeled circles Cyrus 


can “see things 


Keaton is as much a maverick as his 
friend Bob Young Keaton has been 
on good terms with Democrats Frank 
lin Roosevelt and Harry ‘Truman. He 
holds “great respect’ for many labor 
ine | iding John I J ew 

Capitalist he think hould be 


ie rely 


leader 
more than money-lender 
‘They should be creative. ‘They might 
even be cultured. During our talk in 
his ‘Terminal ‘Tower office, Eaton 
quoted his friend the late Hindu poet 
Rabindranath ‘J agore 

And in summer at his ancestral 
home at Pugwash, Nova Scotia, edu 


cators, scientists and statesmen from 
many lands join him for relaxation 
and discussion, “to encourage inter 
friend 


national understanding and 


ship through the exchange of idea 
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THE (RE IN THE NEWS. ey Harry woopwarp 


Don't Say ''Cheese,”’ Sell It 


Sut J. Clyde Loftis, (right) who began with Kraft Foods Co. as a salesman, said 
‘‘cheese’’—Kraft cheese—with such fervor he worked his way up to the top: He’s just 
been named the company’s president. It was 30 years ago that he began selling Kraft 
products for a Florida wholesaler. And his career is, in many aspects, like that of 
(j. C. Pound (1) who moves up from president to chairman of the board. ‘The big, 
white-thatched Pound began 45 years ago as a cheese truck driver, only nine years 
after J. L. Kraft & Bros. Co. was born. (In those days Kraft was primarily a cheese 
wholesaling business and just beginning to expand operations out of the Chicago 
area.) Loftis still has the soft Georgia drawl he learned as a child. He became “a 
Yankee by residence” in 1951, when he and his wife moved north to Chicago head- 
quarters. But most of his company career had been spent in the South and Southwest. 
He still owns—appropriately—a cattle farm near Atlanta. The Loftis’ have a daughter, 
and a son who teaches at Stanford University . . . Both Loftis and Pound have 
watched and guided Kraft as it emerged from a small cheese wholesaling operation 
into one of the world’s leading manufacturers and distributors of a highly diversified 
line of packaged food products. 
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Nine Years Later — a Steel President! 


In 1947 a 22-year-old ex-GI won his degree from 
Pennsylvania's Wharton School of Finance. His 
total assets: $2,000 Nine years late Howard 
Conant heads his own « mpany, Interstate Steel Co 


i 


which has a tidy sales volume of better than $12 
million a year It was an off-hand remark by 
an Army triend that got Conant into e steel bus 
ness. Steel was “short” in 1946: A buddy suggested 
that Conant use his ex-serviceman's priority fos 
purchases of Government surplus steel sold by Wat 
Assets Administration. Thus Conant founded Inter 
state. He was 23. His first office was a desk and a 
telephone. ‘Today his steel jobbing organization has 
branch offices in five cities; he is known as 
‘Howard”’ by all his employes. He has some unusual 
executive theories: belie, es Cal h ot his salesmen Is 
competent to know company policy so no Interstate 
salesman ever wastes time checking the hom 
ofhce . Lo show you the methodical way his mind 
works, he wrote one of the major steel companies 
for every available pamphlet on the subject of steel, 
made a thorough study of all phases of the industry 
betore he started his own company. Keeps a perm il 
and pad by his bed for “night inspirations.”” An 
opera buff, he is also a fine athlete and a tireless 
worker for the American Friends Service Com 


mittee (Quakers. ) 
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Curtis’ Hoosier Salesman Moves Up 


Kdward C., Von ‘Tress doesn’t look old enough to 
have been with The Curtis Publishing Co. since 1929 


But that wa the ear the Philadelphia publ sher took 
him on a i sales representative the Chicago adve1 


tising othee Recent! tor a New Year nift, Von lL ve 


was made senior p and advertising director tor Curt 
Ilo iday The Satu lay | ning Post, and Ladies’ Flam 
Journal Von I re . an Ind anan whose dad practice ! 
nedicine in Knox Cou r 56 ye vent ork { 

his alma ter he | f t tf Ind i l nl 
ecreta n 192 left » yon 4 t He taved in the 
Chicago ofhee ntil 1944 when he w isked to go to 


Washington as chief of the Magazine Section and deputy 
director of the Printing and Publishing Division, War 
Production Board. When he went back to Curtis he 
joined [1oliday, a-borning at the time. Four years later 


he became that publication's manager An avid fishes 


man (he won a prize tor the biggest ail fish caught at 


a recent American Association of Advertising Agen 1¢s 
convention he’s a combination of a conservative dresser 
and a complete extrovert. ‘The Von ‘Tresses live in Bryn 


Mawr 


+ ome nomen rans 


it Met Ae 
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SKETCHES AND NOTES crossed the country by mail as 
U, S. Steel instructed Novelart Display Co. 


San Francisco) on the construction of an exhibit to be set 


up at a Los Angeles convention. U. S. Steel saved many 
dollars in shipping costs. INSET: The completed sections 
are transported from Novelart to the convention by van. 


(Pittsburgh) 


U.S. Steel Finds: 


Exhibit “Built-by-Mail” Can Be Economical 


Many ind 


Ciaill buy by 


varied are the items you 
Now 
nay even help you to have exhibits 
far-off indus 


important A\ 


mail your mailman 
built mear the ite oft 
rial show with ngs 
» your firm in time alarie rating 
d hipping cost 

Thy | exactly how 1 immoth 
created tor the United 
exhibit in the 
(merican Vining 
Los Angeles 


his particular exhibit was de 


signed and constructed by the Novel 


display wa 
States Steel recent 


Congress show at 


irt Display Co., San Francisco—a 
continent's distance trom U.S. Steel's 
headquarters at Pittsburgh. The dis 


play was moved to the site of the 
show under simple blanket wrappings 
in a Bekins furniture van 


No expen 
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sive crates or special shipping pro 
tection were used. Executives of U. S. 
Steel’s Advertising Division who or 
dered its construction never saw the 
exhibit until it was assembled in Los 


Angeles’ 


fore the Mining Congress opened, 


Shrine Auditorium, just be 

“When we say this exhibit was 
built by mean just that,” 
explains Richard F. Dorrell, manager, 
Exhibit and Display Department in 
U. S. Steel’s 


It wasn’t any 


mail, we 


Division. 
pound 
foolish move. We began by selecting 


Advertising 
penny-wise, 


lo« ated 
reasonably near the site of the show. 
And we kept in 
sketches and progress reports during 
the building ot the 


When it 


a competent display builder 


touch by letters, 
construction. 


was installed at Los An 


geles by Novelart’s own workers, we 
knew exactly what to expect and we 
were satisfied.” 

United 
sions exhibit in industrial 
shows each year. The firm considers 


States Steel and its divi 


some 30 


about half of these expositions as ‘‘ma 
involve joint 
several of the cor- 
The American 
Mining Congress show, where Co 
lumbia-Geneva Steel, U. S. Steel 
Supply and American Steel & Wire, 
as well as U. S. Steel’s central opera- 
tions exhibited jointly, was such a 
major show. 


since they 
participation by 


jor shows,” 


poration’s divisions. 


“Because of such participation, and 
because exhibit space and regulations 
vary so from show to show, we have 
concluded that many of our displays 
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WORKING MODEL of Lorig Aligner, one of several 
permanent components of the exhibits, gets a final 
cleaning. This piece was saved for use at future shows 
and conventions. 


S$ LORE ALiGw 
te = 
a Use N BELTED CONVEYOR Sat a 


MAJOR PART of exhibit was of temporary construction, 
but Novelart’s plans called for complete electrical wiring 
and appearance of smartness and solidity. Here, lighting 


fixture is adjusted. 


FOR Evezy PURPOS! 


& COLUMBIA - GENEVA 


HIGH STRENGTH STEELS 


INSTALLATION of giant exhibit was handled by 
Novelart workers under supervision of William Fawcett 
(left) of U. S. Steel. He acted as company coordinator— 
saw exhibit for first time just before show. 


BREATHER is taken in the “conference 
This structure was built entirely of U. S. Steel's 


alcove.” 


pre-formed structural steel. 


TRADEMARK, cut from the T-1 steel it symbolizes, is 
lifted into its jewel-box display case. At right is Joseph 
Chillemi, v-p, sales, for Novelart, who coordinated “long 
distance” planning and construction of the exhibit. 


should be made for one-time use 
only,” Dorrell “Permanent 
working models, such as the Lorig 
Aligner shown at the Mining Con- 
gress, are incorporated in these dis 
plays. But, for economy, the back 
grounds and main portions of the ex- 
hibits are made of temporary con 


states. 


struction. ‘They are usually thrown 
away after the show. 

“For these reasons we often use a 
good display-building firm near the 
site of the show. We have used this 
method successfully in the east and 
as far west as Chicago. ‘he job given 
Novelart, however, is the most ‘long 
distance’ display we've tried yet.” 

Seeds of the U. S. Steel exhibit at 
the Mining Congress were sown in 
midsummer. It was then, at the di 
rection of G. Reed Schreiner, the 
firm's director of advertising, that 
Dorrell went west to confer with 
advertising, sales and market develop 
ment chiefs of the Columbia-Geneva 
Division. 

Meeting with Robert Hill, Colum 
bia-Gseneva advertising manager, and 
H. B. Montross, Jr., manager of the 
division's product and market devel 
Dorrell deter 
mined which company divisions and 
products would take part in the show. 
At this time he also visited Novelart’s 
manufacturing plant. 

Satisfied that Novelart could do 
the job, and with the participating 


opment department, 


products and divisions chosen (each 
bears a share of the cost of such ven 


tures), Dorrell returned to Pitts- 
burgh. Next came the step which 
probably is the major secret of suc- 
cess in building exhibits “by mail”: 
assigning a coordinator to the job. 

In this case, the nod went to Wil- 
liam Fawcett, one of Dorrell’s assist- 
ants. From that point on it became 
Fawcett’s responsibility to check the 
exhibit’s progress, to clear copy and 
art changes with the divisions in- 
volved and to oversee the shipping 
and safe arrival of the permanent 
components which would be incorpo- 
rated in the display. 

‘The corporation’s exhibit was to be 
56 feet long and 16 feet deep. Faw 
cett began by working up specifica- 
tions for the display: estimated costs, 
a rough estimate of the amount of 
space to be devoted to each product 
and the sizes of the permanent dis- 
play items to be shown. Photographs 
of previous booths and of products to 
be displayed were included when 
these specifications were sent to 
Novelart. 

Armed with this information and 
material, Novelart held its first de- 
sign conference. ‘This is a standard 
procedure, with Clarence E. Murphy, 
company president; Robert Jensen, 
vice-president in charge of design and 
Joseph Chillemi, vice-president in 
charge of sales, all participating. Fol- 
lowing this session, Novelart’s de- 
signers sketched a scale drawing show- 
ing tentatively where each “product 
story” would be told in the display. 


“If there’s anything | won't tolerate it’s a yes man; especially when 


| say nol” 
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After some necessary modifications 
at Pittsburgh, this tentative drawing 
was returned to Novelart. Its de- 
signers then drafted a detailed scale 
drawing which pinned down the ex- 
hibit’s “story areas.” Then, from his 
home plate position, Fawcett obtained 
specific photographs, copy and sam- 
ples from the divisions and shipped 
them to the San Francisco display 
firm. As soon as approval was won on 
each story area, Chillemi who acted 
as Novelart’s coordinator, was no- 
tified. In all, Fawcett contacted some 
35 U. S. Steel people for direction, 
suggestions and confirmations about 
the display. 

As summer’s end neared, the dis- 
play company’s designers finished and 
sent to Pittsburgh a color sketch in- 
corporating all the information re- 
ceived at that time. Working with 
transparent overlays on this sketch, 
Fawcett obtained corrections, sugges- 
tions and ultimate approval of the 
various divisions. 

Out in San Francisco construction 
of the display was started. Provision 
had been made in exhibit plans for 
the inclusion of a number of perma- 
nent display units, such as a slide- 
changing device for projecting color 
transparencies; actual samples of 
products from the various divisions 
and even a working model of a Lorig 
Aligner, which automatically centers 
products on conveyor lines no matter 
what their initial position on the line 
is. The plans combined suggestions 
and ideas from exhibitor and exhibit- 
builder. 

In late September the job was done. 
‘The component parts of the exhibit 
were loaded into the van in front of 
Novelart’s plant, along with such 
minor but important items as cans of 
touch-up paint, and tools for the in- 
stallation technicians. Only the usual 
padded blankets were needed for pro- 
tection. 

Present in Los Angeles for the 
erection of the display was Bill Faw- 
cett, who now met personally for the 
first time Chillemi and Jensen, who 
formerly had been just voices on the 
telephone or signatures on letters to 
him. 

“The exhibit was everything we 
had hoped it would be,” Faweett 
says. “Its installation was smooth.” 

Should other exhibitors follow this 
lead ? “That of course is up to them,” 
says Dorrell, U. S. Steel’s exhibit 
manager. “If they do, then they 
should be sure to select a competent 
display firm—and the country now 
has many to offer—and then they 
should name one man in their own 
organization to coordinate the job all 
the way.” The End 
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The Importance of Good Distribution 


Back before the last war, with fewer 
strongly-advertised branded items, 
consumers might not walk a mile for 
a Camel, but at least they would try 
the store down the block if they didn’t 
find their favorite in the first store. 
Today there are fewer outstanding 
favorites. In line after line shoppers 
find reasonably satisfactory multiple 
choices and seldom is there a single 
“must.” 


While some manufacturers continue 
to operate through exclusive dealers, 
especially in very high-ticket items, for 
most of them the change in brand at- 
titudes increases the importance of 
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broad distribution, so that they have 
at least a fighting chance in any good 
store. 


Oskaloosa, Iowa, provides a good eX- 
ample of how trade is spread around 
among many stores. It’s a city of over 
10,000, center of a trading area of 
62,000, and with retail sales, 1955, 
slightly in excess of $25 million 
(SALES MANAGEMENT Survey 
of Buying Power). 

Farmers are important in Oskaloosa’s 
retail shopping scene because the 
county has 2,236 farms with aver- 
age cash income of $10,400. Store- 
keepers, when asked by investigators 


for Successful Farming, “What share 
of your business is farm trade?” an- 
swered: 


SERVICE STATIONS 

DRUG STORES 

HOME FURNISHINGS & 
APPLIANCES 

GROCERY STORES 

PAINT & WALLPAPER 
STORES 

AUTOMOBILE AGENCIES 

BUILDING MATERIALS & 
HARDWARE STORES 

GENERAL MERCHANDISE 
STORES 


46% 
50% 


54% 
59% 


59% 
70% 


79% 


80% 


4 , , 


= 


~ 
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Security: A Key Factor 


In Motivating Salesmen 


Sure, money is important—but there are other elements 


having to do with leadership, policy, and attitude on man- 


agement's part, which combine to make happy and pro- 


ductive salesmen. A West Coast manager defines them. 


BY CLYDE W. PORT 


Southwest Division Manager, General Petroleum Corp. 


In much of our earlier sales litera 
forth the 


danger’ of introducing a high ele 


ture there j clearly ct 
ment of security into the situation of 
the average salesman 

It would appear now that this may 
represent only a half truth. It is un 
doubtedly true that successful sales 
men are, for the most part, self-reliant, 
and that ome salesmen openly shun 
any idea of “prepared” security. 

Probably what we as sales Mana 
pers need to evaluate is the degree of 
ecurity we oftes 

Lhe good salesman does not de 
mand security in the same sense that 
it is demanded by production workers 
in factories but, by the same token, 
good salesmen do not permanently 
function well and produce to the 
optimum degree in an environment of 
ibsolute insecurity \ alesman needs 
to feel that he can satisfy his economi 
needs without excessive anxiety and 
that his job permits him to do this 
One of the first methods we think of 
in motivating ilesmen iS monetary 
compensation This is admittedly an 
important factor because it. satisfies 
many inner needs of salesmen and is 
rooted to the most basic human urges 
ot self preservation 

\loney compensation iso important 
from another angle in that any trace 
of untairness detected by a salesman 
in his compensation plan can, and 
usually does produce damage tar out 
of proportion to whatever dollar mat 
gin may be involved 


But men do not work tor bread 


alone Clarence I rancis chairman ot 
the board of Gieneral Food put the 
thought he util illy You can biry 
1 man’s tine You can buy a man’s 


physical presence in a given. place 
You can even buy a measured num 


ber of skilled muscular motions per 
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Sut you cannot buy 
. you cannot buy loyalty 
; you cannot buy the devotion of 
hearts, minds and souls. You have to 


hour or per day. 
initiative ,. 


earn these things.”’ 
Salesmen themselves realize the 
truth of this. Harry Simmons, in his 
book “Practical Sales Management,” 
tells of a poll of 200 salesmen from 
many different businesses a poll 
which asked these salesmen to write 
down anonymously what they ex- 
pected and hoped for in their jobs, 
and particularly in their bosses. Nine- 
teen important points were highlight 
ed by these men. For example: 
‘The sales manager should have 
the interest of his salesmen at heart 


“ . . should be a man who gives 
credit where credit is due, and not 
only criticism - 

= must be absolutely honest 
and a man of his word...” 

Yes, 19 points were spelled out, 
but only one had to do with monetary 
compensation. ‘This, of course, does 
not prove that salesmen lack interest 


mn monetary compensation. It does 
indicate clearly that in this group of 
00 salesmen monetary compensation 
merely took its place as one of 19 im 
portant elements in the creation of a 
sense of security. 

experience leads us to believe that 
this is true of salesmen as a whole. 
It is essential that management make 
it possible for salesmen to earn just 
terms of today’s 
But this alone 
will not make a salesman feel deeply 


compensation = in 
needs and standards. 


ind genuinely secure and, therefore 
ready and able to do his best for him 
self, his dependents and his company. 

What else is required? In what 
other elements does security reside 


for a salesman? 


Mee 

IN THE TRANSITION from the 
concept of the salesman as the 
ruggedest of individuals to one 
who is comparing fringe benefits 
and retirement prospects before 
he takes on a new job, undue em- 
phasis may have been placed on 
one kind of security—the econo- 
mic. 


Candidates for selling are them- 
selves mainly responsible for this 
emphasis on the monetary com- 
pensation phase of the career 
they elect to follow. But older and 
more experienced salesmen and 
sales executives are wondering if 
the modern problem of security 
is not much broader and deeper 
than money rewards. 


How can a sales executive evalu- 
ate the deeper and bi oader needs 
which help to establish and main- 
tain a sense of security in field 
personnel? ‘ 


If money is not all of it, or even 
the larger part, what elements 
contribute to a feeling of security 
in one's job, in one's future, in 
relation to management, in one’s 
deepest self? What can manage- 
ment do to give its salesmen this 
real sense of security? 


Clyde Port in the accompanying 
article discusses some aspects of 
this interesting problem. Although 
Port writes in general terms, he is 
drawing on experience with a 
great many field managers and 
salesmen and on the experience 
of his company, General Petroleum 
Corp., in solving the problem. 
THE EDITORS. 


‘There is security in knowing that 
the sales organization of which he is 
a part is guided by a well established 
set of rules and principles. 

Lhere is security in knowing that 
his sales manager is guided by a sense 
of fair play and a real desire to pro 
mote and protect your personal in- 
terests. 
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f errr yy 
* 


@ Letters to Santa are mostly typed in Indianapolis, where 
typewriter sales are running virtually three-to-one over 
the national average! 

In fact, the good people here are buying more of just 
about everything, from typewriter ribbons to hair ribbons. 
Among cities of 600,000 and over, Indianapolis ranks 7th 
nationally in retail sales per capita. And department store 
sales are 149.2% —repeat, 149.2% —above the national 
average! 

Phe reason, of course, is that Indianapolis bread-winners 
are making more money. Average income per family is an 
eyebrow-raising $6,669... 39.3% over the national par!* 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES A, 


YOUR FIRST TEAM 
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THE INDIANAPOLIS STAR <—_ 


FOR SALES IN 


THE INDIANAPOLIS NEWS pay <7 


© 


they Buy More because they Have More! 


And it’s not only a rich market... 
Pm Its Bic. 
® Its STEADY... unsurpassed for diversification and 
balance of industry and agriculture 
Pm You get Sarurnation Coverace of the metropolitan are 


plus an effective bonus coverage of the 44 surrounding 


counties im The Indianapolis Stal and Lhe Indianapoli 


News. Write for comple te market and circulation data 


Fy “ 


INDIANA 


y ) ge 
hye ecognized a n ind dual 
th dividual { oblen and indi 
| l¢ vy} } t | | I] 
nsidered 
Where a sale { tecis this kind 
of securit vhere he given sor 
opport int t¢ hare the corporate 
thinking, where he realizes that h 
omplishment and opinion and 
oblen re recogn zed he he vins to 
quire a real sense of belonging, Hi 
egins to te that he ndeed a 
ecognized | t ol a teary kron thi 
pe ial sé ( ( ty and belong ny 
ten le ' ! i! ad i} pl at fot and de 
otion to he organization 
Vian rey in’ be taken to bring 
pe i] k 1 «? f rit this SC TISC 
belonging, to our salesmen. Let 
examine two ¢ three ot the most 


1. Small group organization. 
(One of the most eftective wavs to 


promote a feeling of security is to 
t the oof the ales group oO! 
hich each lesman is a member 
lhe highest orale, the most initia 
e, the greatest iles drive come out 
the relat | " ill closely inte 
ted sale t. ‘Lhe large, sprawl 
iles force, the force in which the 

ile manage a lew personal con 
t with the ilesmen is prone to 
ring norale, n understanding in 


lifference and low productivit 


Thu too large a ales unit) pre 
led ovet by One ale Manager Oo! 
too centralized a ile unit with tight 
police ind procedure trying to 
over a large geographical area, can 
prod e direct losse to the ompan 
ale lume and increased sales 

ts. In addition, indirect losses rs 

lt om th ict that the salesmen 

t q ¢ ( I] np nt Se TUSE 


2. Regular counseling. Anothic: 
i 0 bring about thi ense of he 
longing o establish for the sale 


ounseling prog 


is not a sim 
le prog il tor any sales organiza 
on to undertake lo accomplish it 
ecisions must be made as to: 

a) What characteristics you are 
yong to attempt to evaluate in each 
ilesman 

(b) How often you will evaluate 

¢) How much will be in writing 

Probably the greatest challenge of 
ill in such a program to the sales 
manage! is the actual counseling 
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Clyde W. Port 


About Clyde W. Port 


Clyde Port was appointed 
southwest division manager, 
General Petroleum Corp. Mar- 
keting Department, in May 1956. 
Before joining the company, 
Port learned the fundamentals 
of selling petroleum products by 
operating his own Mobilgas 
service station. 


His entire career with the 
company has been in the field 
of marketing. Among positions 
he has held: supervisor of serv- 
ice station training; supervisor 
of training; assistant manager 
and manager of the sales train- 
ing department; assistant divi- 
sion manager, Southwest Divi 
sion. Just prior to his present 
assignment, Port was manager 
of the Retail Merchandising 
Department. 


He has not neglected civic 
affairs. He is a former vice- 
president and director of the 
Los Angeles Junior Chamber of 
Commerce and was corecipient 
of the Durward Howes Award 
for distinguished service to the 
chamber in 1950. He was a 
member of the executive com- 
mittee of the “Little Hoover 


Commission” for the city of Los 
Angeles. Currently he is presi 
dent of Verdugo Woodlands 
Dads’ Club and a member of the 
board of directors of Junior 
Achievement of Los Angeles 
County. 


interview. He must be well equipped 
to recognize a man’s good points and 
to suggest improvernents. 

Yet out of such a program can 
ome great value, value in improved 
performance of the salesman. Possibly 
ot greater importance 1s the value that 
comes when salesmen are fully con 
vinced that their personal progress 
means something to the boss and the 
company. 

Unless a sales manager has tried 
such a program in his department 
as my company has he may find it 
hard to believe that it can increase 
the salesmen’s sense of belonging and 
enhance their feeling of security. ‘he 
somewhat startling truth is that most 
salesmen do want to know where they 
stand. ‘They do want suggestions to 
improve their own personal value as 
salesmen. 


3. Recognition vs. criticism. 
Security is strengthened where the 
sales manager adopts as his guide the 
idea that well earned recognition can 
be given to individual salesmen eithe: 
privately or in groups. But criticism, 
even if it is constructive and kindly 
should always be given in private. 

Every sales manager can find count 
less other ways, both minor and 
major, of contributing to the sense of 
belonging, the sense of security, of the 
salesmen who comprise his team. ‘The 
important basic thing is for sales man 
agement to become aware of the need 
to do this—and not to rely on mone 
tary compensation alone, or incen 
tives, or sales aids, or any or all of 
the necessary practical adjuncts to 
our task of making salesmen effective, 
but to try to understand the intangi- 
ble factors that make men content in 
their jobs, happy and creative in theit 
work, and loyal to the company of 
which they are a part. 

Without this broader understand- 
ng, a sales manager cannot fully dis- 
charge his functions of leadership 
guidance and motivation of the field 
managers and salesmen from whom 


he must get results if his own position 


is to remain secure! 
The subject, I feel, needs much 
more exploring. We might pause and 
consider this thought: Had there been 
thorough objective exploration SCV 
eral decades ago of the tangibles and 
the intangibles that contribute to the 
sense of belonging of production and 
factory workers, we might not have 
seen aS great a number of workers 
seek dual leadership through labor 
unions and business management. It 
seems as natural as night following 
day that men will seek to fill the deep 
human needs one way or another. 
The End 
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Ninth largest port in the U. S., Toledo is 
the center of a billion-dollar market 

now. What will it be when the St. Lawrence 
Seaway is completed? Keep your sights 
trained on Toledo, the key to the sea. 


is the key to the sea 


are the key to the 
BILLION DOLLAR TOLEDO MARKET 


When you think of Ohio, think total retail sales. And of course 
of ‘Toledo, the third largest Ohio — the Toledo newspapers are the 
market in food, drugs, autos, key to this $1,222.296,000 mar- 
liquor, filling station sales, and ket. There are no duplicate keys, 


isk for THE BIG PLUS. If you want to inform and stimulate all local 
marketing factors for your next campaign, justask us for THE BIG PLUS 


TOLEDO BLADE Cnily amd, Suaoy TOLEDO TIMES Mowing 


SEA 22 ee mee es Y AOt.Qgownwet8 ry, REGAN 4 ne 2 2a ee NC. 
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Is Your Credit Man 
A Member of Your Sales Team? 


He should be. With the exercise of tact and diplomacy, 


a friendly letter-writing technique, and a judicious sense 


of humor, he can keep the marginal accounts active and 


head off many a troublesome situation for the salesmen. 


4 ile l ead readit) mat pre 
‘ ib] one with a lise of humor 
i become t Ke man wm building 
ith titaini health clustomer re 
if a 


hy nial B. bk. VanDyke 
edit) manage tor lsterbrook Pen 
Co. Uve ten vears he has de eloped 
program which has won 
| 


endorsement of the 


ilesmen i group traditionall 
nelined to look upon credit men a 
hearted souls intent upon wring 


ny morn out of marginal accounts 


ind callou to the danget t dam 
proce . \ 1 


friendly Ane’ 


iviny feeling 1) the 
L)yke ipproach 
dotal ind 


Almost all of his letters are 


often embodies judicious 
humor 
illustrated with drawings 

I’sterbrook’s C. M. is not only a 
persuasive letter writer. He operates 
his job out of a “‘sales-oriented” phil 
) ophy Says he: 

“There is an axiom that ‘a sale is 
not completed until the collection Is 
made.’ ‘Vhi hould be extended: A 
ollection is not effective unless the 
orre pondence has been used is a 
means to further a continued-sales re 
itionship Bir iles-minded = credit 
man Slants his early collection letter 


to embody sale iIppe il 


ipproa h the customer is made to feel 
that though hi iccount iS past due 
he can pay up and still find the door 
open tor a continued or additional 
line of credit.” 

VanDyke first reminder letter 
while a king lor i check takes the 
ting ot ot the dun by oli iting 
new order. It reassures the delinquent 
that his credit standing has not been 
jeopardized by a current payment 
OMISSION 

Het in example i letter 
typed over a light gray cartoon of a 
man in bed with his feet sticking out 


from tnoder the Covel 
Is your coverage complet 
Ilave you noticed an expo 


it either end? 
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l hrough this 


If so, then we needn't mention your 
May balance for invoice totaling 
If your check is already on its way, you 
can relax with the realization of com 
plete comfort in the warmth and pr 
tection of top supplier recognition 

Also, if your Esterbrook shelves look 
ire and unclad, send along an order 
Your check and an order will cover 
both ends of a fine business relation 


VanDyke often leans on the old 
adage, “One good turn deserves an 
other and most of the time his psy 
chology works. He often okays an un 
solicited order from a customer who 
is delinquent on 
earlier purchase. One letter, this one 


payment for an 


again using a background “shadow” 


illustration, boy and girl at soda 


fountain counter: 


It isn’t easy to ask for that first 
date. Once his goddess said “yes” the 
youthful swain found himself happy 
ind embarrassed all at once. 

Thank heavens you and I have gone 
far beyond the stuttering and stammer- 
ing stage of our pleasant relationship 
Our companies have been going steady 
for some time now and we do have a 
definite understanding 

We, as always, are glad to entertain 
ind ship your Esterbrook requirements 
of 

Neither are we embarrassed or bash 
ful in offering a friendly reminder that 
out balance, $ 


past due 


is now 


Anothe: 


ketch of bride and groom: 


version, samme situation 


PHIS IS THE MONTH 

When pretty belles get a ringing in 
their ears. It doesn’t take them long to 
figure out it’s wedding bells they hear 
Even dull gals get bride ideas 

It's also open season for handing out 
disparaging advice to prospective bride 
grooms. But in spite of all of the dire 
predictions by happily married men 
couples keep right on getting hitched 
And most of them live happily ever 
ifter 

Many “marriages” take place in busi 
ness life too And there is none mor 
satisfying than the credit relations 
which join an alert dealer and a re 


liable supplies 


We're mighty proud that we've been 
living with’ and shipping your re 
quirements regularly just as we have 
released your order No. ————— today. 
I know you'll reafirm your trading 
vows” saying, “I do”—by sending your 
check today for $————. 


When early letters produc e no re 
sults, the tone gets more serious, but 
all of the chill is taken out of the copy 
by the accompanying drawing. This 
very short letter carries an illustration 
of two men unloading a large mirror 
from the rear of a moving van, Neat 
by stands a small boy, in coonskin 
hat and cowboy boots, with a sling 
shot in his hands. 


Gentlemen 
A little boy with a slingshot can be 
a great menace to a valued possession, 
A small past-due balance can shatter 
the polished credit reflection of a good 
business 


Re 


VanDyke can write with a touch 
of sentiment, too. Against a drawing 
of a child, her hand clasping the hand 
of an unseen adult, he addresses a 
long overdue account: 


Always - - 
someone - - - 
some place 
and at some time—counts on 
you to keep faith with an understand 
ing, and/or an implied or confirmed 
promise, 

You can’t always measure obliga- 
tions. Like a child’s feeling of security, 
one doesn’t always see them except 
perhaps for the faith that shows in a 
youngster’s eyes, nor feel them except 
for the trusting squeeze of a tiny hand. 
I, too, must be guided by that natural 
assurance for it is not always my 
privilege to personally meet or know 
you 

Confidence is precious beyond the 
value of gold or silver or much fine 
goods. Let’s not destroy that reliance 
which you have built up over a period 
of time 

I am depending on you—today. 

Re - 


A letter with a good light touch 
carries a fanciful drawing of a ma 
chine. VanDyke starts it with a ques 
tion: 


Have you heard about 
Ilector, the Electronic Bill Col 
lector? 

Hector was going to be the biggest 
thing since the invention of the pigeon 
hole and the round file. Just imagine, 
an electronic gadget that would not 


SALES MANAGEMENT 


product-design engineers make markets prow 
..they gave all industry a terrific “lift” 


a are the days of wrenched muscles . . . when creating NEW MARKETS AND MAKING THEM 
materials handling was strictly a job for piano GROW. 
movers. Now, by the push of a button, or move of a To get your materials, parts and finishes specified in 
lever, the smallest man can carry tons with speed and any segment of the O.E.M. — your sales message must 
safety. This amazing intra-plant mobility was made penetrate deeply into DESIGN ENGINEERING 
possible by product-design engineers who created lift HEADQUARTERS. Your Product Engineering Rep 
trucks, conveyors, feeders, hoists, etc. Every year their resentative can tell you where they are located, what 
contributions to modern materials handling become they are working on. Even more important, he can 
more vital to all industry ... every year make this seg- show you how easy it is to write the kind of advertise- 
ment of the Original Equipment Market more impor- ments which will sell your prospects. 
tant to manufacturers of materials, parts and finishes. No wonder advertisers put more pages, and invest 
Today, more than ever, product-design engineers more dollars, in Product Engineering than any other 
are doing big things for products and people. They’re design magazine! 


@ 


In the $41-billion O.E.M. ABD 


rM AKES SALES GROW 


/ 


The McGraw-Hill Magazine of design engineering 
Product Engineering, McGraw-Hill Bldg., New York 36, N. Y. 


only identify ind age past-due ae not be performed by machines ; With small drawings of “Oscar” and 
counts in a matter of thinutes, but jobs which require a human touch and “Emma.” this well-written letter is 
would collect them, too. And without understanding of the individual's prob y . , : . 
almost certain to stir a feeling of 
ca ling on leyal aseistance Dhis won lem - 
derful “automan” was supposed to wz For instance, you and I can be human warmth in the mind and heart of the 
into produc tion this month about your balane e, $ ree ipient ° 
I wanted to order one, but, happil Let's get together like two regular guys 
wes out just in time, that although and — to a mutual paying gee Se Ee ae, ee 
ector worked fine on routine cases, ment case ‘Oo mvotlvements with I \ produce rs present Emmas 
he had one fatal weakness. Every time third” parties 


Esterbrook has no material 
prizes or statuettes for outstanding pay- 
ing performances, but once again it is 


he came across a collection problem 
withh human values that could not be 


measured and translated into numbers lesterbrook's Credit Department Is my privilege and pleasure to offer you 
a problem requiring plain old never so preoccupied with the busi my thanks and appreciation for your 
fashioned reasoning and mutual con ness of chasing the laggards that it outstanding observance of credit. ob 
sideration . . Hector up and blew ae } ait . pape: the ligations 
his fuse. He couldn't THIMK! forgets to show appreciation to the a It is a simple recogntion—yes—but 
rhere are still some jobs which can counts that never need a follow up. it’s folks like you that lessen my daily 


tasks and make it possible for the job 
to be an enjoyable one. 

Most credit men become grouchy and 
bald—but thanks to you—I can count 
my hairs and eat without fear of the 
ulcers so common among those of my 
fraternity. 

Cordially yours, 


l’sterbrook’s ‘casual reminder” 
letters result in a 60% recovery with 
the marginal risk or delinquent group. 
“With the more difficult or ha- 
bitual procrastinators we still main 


Sales Training Group 
Elects New Officers 


John C. Shaw, general super- 
visor, sales training, Interna- 
tional Harvester Co., has been 
elected president of the National 
Society of Sales Training Ex- 


PRODUCE THAT BUSINESS FILM ccutives, an organization made 


up of the training directors of 


YOURSELF... AND SAVE 100 of "the country's leading 


We'll do all technical work on a 400' Other officers elected for 1957 
“ are: Walter E. Brunauer, direc- 
16mm color film for under $1000 
| tor, sales personnel develop- 
THIS SIMPLE do-it-yourself method gives you hard-hitting sales and training films ment, Lily-Tulip Cup Corp., first 
at a fraction of ‘'package" film prices . . . cuts costs by letting you deal directly with | vice-president; James C. Miller, 
the technical agencies of film production. You need no movie-making experience. | 


manager, ersonnel develop- 
We supply the know-how—we do the technical work. You get a professional product. | ge A otniitie: tan md 


HOW IT WORKS | ond vice-president; J. C. Young, 


, , , : director, sales education and 
You send us original l6mm footage and script. (We give you all technical advice you , 


need during this phase). In the case of a 400° color film, we do the rest often for 
as low as $575—prepare black-and-white workprint, edit, match, splice, provide main 
and end titles, record (this step includes professional narrator, music over titles,* 


training, The Firestone Tire & 
sound-recording film and processing) and deliver a 16mm sound-and-color print, ready | The executive committee, in 


Rubber Co., secretary-treasurer. 


for screening, Prices are correspondingly low for shorter, longer and black-and-white addition to the officers, includes: 
fil > 3 
_ Philip F. Prince, director, mer- 
| chandise training, Sears, Roe- 

SEND FOR FREE BOOKLET, buck & Co.; Charles G. McDer- 

mott, director, sales training, 

"How to Make Low Cost Business Films."’ No | Johnson & Johnson; Horace R. 

obligation, no high-pressure followup. Smith, superintendent of 

agencies, The Connecticut Mu- 


tual Life Insurance Co.; Cloyd S. 


tt LE f 1] LM_ Raita Nits neti athe | Steinmetz, director, sales train- 


in 
tu conPoRnmarecs ° | technical service since 1938 9, Reynolds Metals Co. 


6039 Hollywood Bivd., Hollywood 28, California 


*Licensee of the Capitol Reeords music library. 
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pe only one sure thing about 
sales problems. There’s always a 
new one! 

Tomorrow —or next month— your 
management may decide to expand 
production facilities. Your competitors 
may launch sudden, serious threats. 
New products, promotions or markets 
may quickly multiply your need for 
sales pressure. 

When that happens to you... when 
you must have extra sales, and there’s 
no time to find extra qualified man- 
power...why not follow the lead of 
4,500 leading firms? 


For fast action, call in C-M! 

Of all the methods known to sales man- 
agement, a professionally handled 
Cappel, MacDonald incentive cam- 
paign is the quickest, surest way to 
increase sales effort. 

You set your sales objective. Skill 
fully, Cappel, MacDonald executives 
will apply to this assigned problem a 
variety of basic human drives: A man’s 
desire to play hero at home .. . his 
longing for luxuries that are beyond his 
routine income but within his enthusi- 
astic reach his dreams of travel to 
exotic lands or a week in the sun at 
some millionaire’s resort . his wish 
for some tangible, talked-about mark 
of honor and recognition. 


ales building 


is our business 


Tn less than three weeks’ time, Cappel, 
MacDonald can lay on your desk a 
comprehensive plan based on 35 years’ 
experience in motivating salesmen. Ap- 
prove it, and you can return to your 
vital sales management duties—con 
fident that your campaign is in the 
professional hands of the oldest and 
largest incentive service company 


No investment ...no extra work! 

Most campaigns are self-liquidating, 
Your salesmen win—and you pay— 
only after extra sales have produced 
extra profits. Normal distributor and 
travel agency discounts provide the 
services of as many as 400 people— 
executives, prize buyers, trip arrangers 
and hosts, clerical workers and corre- 
spondents, writers and artists who spe 
cialize in promotion and sales training 
materials. Merchandise is billed at 
wholesale prices, travel at carrier- 
resort rates, printing at cost. 

Free professional service assures re- 
sults ... provides more help than any 
company could afford on a one-shot 
basis... and avoids the “vicious circle” 
which can be created when you trans 
fer men from vital duties to incentive 
campaign tasks 

A C.M:idcentive campaign is the 
simple, légical solution to your sales 
problems, Why not get the facts today? 


\ 


Travel-merchandise plan 
boosts sales 60 percent! 


“The end result was way above our 
fondest expectations. We will have the 
third largest year of our history, 
including years when we had people 
standing in line for equipment,” re 
ports a farm equipment maker who 
offered distributors air travel plus mer 
chandise. “Our volume increase was 
60%; our retail deliveries were 70°, 
ahead of last year, which means that 
our distributors have gotten into a posi 
tion where all items are turning over 
rapidly.” 

A leading publisher is equally en 
thusiastic: “We know of no service you 
could improve and have never had a 
single complaint. Unquestionably, the 
fact that we are having our best year 
and will break every sales record is tied 
up with our program.” 


Cappel, MacDonald & Company 
=a Dayton, Ohio 


GET FREE HINTS ON MOTIVATING SALESMEN 

Phone the nearest C-M office, or write on your letter 
head for your copy of “Who's Selling Who?” Cappel, . 
MacDonald and Company, Dept.A-1, Dayton 1, Ohio. } 


Offices in principal cities, Canada and Europe 


SALES INCENTIVE Pl 


Featuring Air Travel on 


As AMERICAN AIRLINES 


é4 PAN AMERICAN 


JANUARY 18, 
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Moving? © 1BO Call... 


Your ALLIED agent 


no.1 specialist 
in long-distance moving! 


Comprehensive Transit Protection means 
that Allied can assume on your request 
full liability for the actual and declared 
value of your household goods, the broad 
est transit protection available today 


ALLIED VAN LINES « 
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NATI e ei A52 Adbtitiee, sad 
, 1ON WIDE moving 


FREE Booklet to help you plan your next 
move. Get your copy of “Before You 
Move” from your local Allied Agent. See 
classified telephone directory. Or write 
Allied Van Lines, Inc., Broadview, IIL. 


WORLD'S LARGEST LONG-DISTANCE MOVERS 


tain a friendly tone, with the drama- 
tization playing up to or being asso- 
ciated with credit responsibility,” says 
VanDyke. “As the series runs to the 


| sixth letter, at which time we depart 


from kidding—but remain friendly 


| the number of outstanding accounts 


has been reduced to 5%, and before 


it is necessary to send an attorney 


| telegram, that group has been whittled 
| down to less than 3%. 


“The chronic slow account is ha- 
bitually past due with the majority 
of his suppliers. The theory that the 
squeaky wheel gets the grease must 
necessarily apply. ‘Too many times, 
however, the style of writing is so 
monotonous, so full of cliches, that 
the appeal is ignored and the letter 
is tossed into the big round file. 

‘There must always be a fresh ap- 
proach to make a request stand out, 
and to create on-the-spot paying per- 
Dramatized associations, 
like modern advertising, catch the 
eye. And humor, a mental stimulant, 
promotes friendly and favorable ac 
tion.” 


formance. 


NSE's 
1957 
CONVENTION... 


. promises to be profitable, 
stimulating and entertaining, and 
as a plus for eastern sales ex- 
ecutives, its Southern California 
site offers a special inducement 
to attend. In fact, a record at- 
tendance is anticipated. Here 
are the facts: 


THE MEETING: The 22nd In- 
ternational Distribution Congress 
of National Sales Executives, 
Inc. 


THE PLACE: Biltmore Hotel, 
Los Angeles, Calif. 


THE DATES: 
1957 


June 4, 5, 6, 7, 


Advance registrations are be- 
ing accepted. Write to: 


Mr. Tedd B. Widdows 
Convention Manager 
National Sales Executives 
136 East 57th Street 

New York 22, New York 
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Only FILMOSOUND 385 


is fully engineered for industry! 


COMPARE THESE EXCLUSIVE FEATURES 
AND PROVE IT TO YOURSELF! 


Sharpest picture on the screen—combined result of 
exclusive optical system: 5-element lens, double con- 
denser, pre-aligned lamp and rhodium reflector 


Trouble-free operation—due to exclusive all-gear drive 
and metered lubrication. 


Take advantage of Bell & Howell's 25 years of leadership in 
sound movies and ask for a demonstration. Compare the 
Bell & Howell Filmosound 385 with any other sound projec 

tor on the market today. Discover why Filmosound 385 
out-features and out-sells all other sound projectors. Your 
Bell & Howell dealer will be glad to arrange a demonstra 
tion at your convenience. Call him today or mail coupon to 
Bell & Howell, 7190 McCormick Road, Chicago 45, Illinois 


» finer products through IMAGINATION 


*’> Bell & Howell 


JANUARY 18, 1957 


Full film protection — new long pressure plate and aper 
ture plate, both optically polished to prevent scratching 


Controls designed for industry—Projector reverses for 
review. Still-picture clutch stops film for discussion 
Exclusive heat filter accessory permits brightest single 
frame projection 


Easiest and fastest set-up — Projector permanently 
mounted in case. Top-mounted reel arms do not require 


removal between showings. Case design allows speaker 
to be left in place 


a --------4 


Mail Coupon Today 


Have my Hell & Howell dealer contact 


Send me complete information on the 
jell & Howell Filmosound 585 


Name 
Title 
School 
Address 


City Zone State 
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Every member of your salesman’s famil 
becomes your “‘assistant sales manager’ 
when you launch a Belnap & Thompson 
sales incentive program, 


The moment the Belnap & Thompson Prize 

sook enters the home your “assistant sales 
managers’ go to work for you. They look 
through the Prize Book. They find prizes 
they want. And they (fell Dad about it 


They remind him they have picked out a 
prize. And they keep on reminding him 
every day during your sales drive. They 
make Dad want to put out extra selling 
effort—wanl to trade extra effort for extra 
hunks of better living. And... it works! 
Belnap & Thompson has a booklet that tells 
how you can use the power of incentives to 
reach your sales objectives. Send today for 
your copy of “Seven Steps to Success,”’ a 
handbook of incentive plans. Just clip this 
ad to your letterhead and mail today. 


Beluap & Thompton, Jue, 


106 8S. Wabash Ave. 
Chicago 3, Illinois 
State 2-6181 


A Complete 
Incentive Service 
21 Offices Coast to Coast 


REMARKABLE 


<OCKF ORO 


iS BECOMING 


LLINOIS No.1! 
MARKET* 


CITY OF ROCKFORD 


Retail Sales ‘55 $215,333,608 
Food Sales $ 38,889,000 
Effective Buying Income $237,660,000 
Expendable Income 34th in USA 
Buying Power 36th in USA 


Daily Bank Deposits +0.8 
June ‘56 


Increase in Dept. Store 
Sales in June 1956 + 34% 
Over 1955 


HIGHEST IN ILLINOIS* 


For complete coverage of this remarkably rich 
northern Illinois and southern Wisconsin mar- 
ket use the Rockford Morning Star and Register- 
Republic. These progressive home-owned news- 


134.488 ABC CITY ZONE papers have full-color press facilities. 


441,222 ABC RETAIL TRADING ZONE *OUTSIDE OF CHICAGO 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC 


YOUR REPRINT 
LIBRARY 

A mail-order source for infor- 

mative SALES MANAGEMENT 


articles selected to help you 


plan and perform your job. 


TO ORDER write Readers’ Service 
Bureau, SALES MANAGEMENT, 386 
Fourth Ave., New York 16, N. Y., en- 
closing reprint number, quantity de- 
sired and remittance. 


HIRING AND TRAINING 


Nineteen Questions about Aptitude 
Testing. 
Reprint No. 105 Price i0c 


How to Keep Out of Hot Water in 
Writing Salesmen’s Contracts, by Leo 
T. Parker, Attorney at Law. 

Reprint No. 108 Price 1l0c 


Legal Angles to Watch in Your Con- 
tracts with Sales Agents, by Leo T. 
Parker, Attorney at Law. 

Reprint No. 109 Price 10c 


Six Sound Reasons Why You Should 
Use a Patterned Interview in Hiring 
Men, by Robert N. McMurry, Robert 
N. McMurry & Co. 

Reprint No. 112 Price 10c 


Underpinnings for Practical Sales 
Training, by J. N. Griffith, Sales Edu- 
cational Director, Standard Register 
Co. 

Reprint No, 147 Price 5c 


65% of the Men We Hire Now Stick 
and Succeed, by George L. Todd, Presi- 
dent, The Todd Co., Inc. 

Reprint No, 166 Price 15c 


The ABC’s of Effective Sales Training, 
by William Rados. 
Reprint No. 169 Price 65c 


How 1,014 College Seniors Rate Sell- 
ing Work as a Career. 
Reprint No. 176 Price 10c¢ 


Turnover on the Sales Force: What 
Causes It, What to Do About It, by 
Robert N. McMurry, Robert N. Mce- 
Murry & Co 

Reprint No, 250 Price 50« 


How to Prepare a Salesman for Pro- 
motion To a Supervisory Job, by C. L 
Lapp, Ph.D., Associate Professor of 
Marketing, Washington U 

Reprint No, 263 Price 10« 


Westinghouse Sales Engineers: How 
They're Picked and Trained, by D. W. 
McGill, Manager, Headquarters Sales 
Training, Westinghouse Electric Corp 
Keprint No. 266 Price 10c 


Films You Can Rent or Buy for Meet- 
ings and Training Sessions. 
Reprint No. 284 Price 25« 


(continued on page 50) 
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A NEW Sales Aid to Help You 
Merchandise Your Pipe Line 
Equipment and Services 


An industry that invests a billion 
dollars a year in capital expendi- 
tures, and $12 million a week on 
operations and maintenance is 
BIG BUSINESS. 


The Pipe Line Industry is such 

a specialized big business, with 
tremendous buying influence 
among a relatively few key men 
who want and need the 
necessary facts about the equip- 
ment-services you have to sell. 


In a recent survey among 3,403 
key pipe line men, 97% of the 
1,325 responding favored a com- 
posite pipe line catalog, compar- 
able to the other specialized Gulf 


Publishing Company catalog files 
for other divisions of the 
industry. 


In response to this demand, a 
NEW Pipe Line Composite Cata- 
log will be published in 1957 

. backed by 40 years of petro- 
leum industry publishing and 
catalog distribution experience 

to give you a specialized 
catalog file in which to merchan- 
dise your products to the pipe 
line men who buy. 
WRITE TODAY for complete de- 
tails and rates, and a copy of 


the new brochure on cataloging 
to the Pipe Line industry. 


PIPE LINE COMPOSITE CATALOG 


A specialized Gulf Publishing Company Publication 


© Houston (19), 3301 Buffalo Drive, JAckson 9-4301 


© New York (17), 250 Park Avenue, YUkon 6-6558 


© Chicago (4), 332 S. Michigan Avenue, 
WAbash 2-9330 


« Cleveland (15), 1010 Euclid Avenue, MAin 1-3295 


© Tulsa (3), 916 Enterprise Bidg., CHerry 2.9211 
© Dallas (1), 518 Santa Fe Bidg., Riverside 7-7344 


© Los Angeles, W. W. Wilson Building, Huntington 
Park, LUdlow 7-1219 


PIPE tyr 
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You can bind your present catalog into this composite file 
or use the complete printing service we offer. 


. 

. 
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WHAT A PRETTY PICTURE! 


Here’s where 


gallery 
ae 

comes trom $7 
the picture pretty 


people (93.6% tamily coverage 


only 


market data book 


Che 
Soulh Bend 
Oribune 


Franklin DO. Schurz — Fditor and Publisher 
STORY, BROOKS & FINLEY, INC. «+ NATIONAL REPRESENTATIVES 


you'll find the 
Nation. And that makes a pretty picture tor any advertiser's 

The South Bend Metropolitan Area is No. 1 in the 
in incomes between $4,000 and $6,999. No 
000 to $9,999 
You satura 


40c a line. To get che complet picture send for tree 


“buyingese’” incomes in the 


Z2inin 
But that’s not all that make 
this rich area of 242.100 


) with one newspaper for 


Sn 
The South Bend, Ind. Market 
7 Counties, 1/2 Million People 
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Prominent Users of Strathmore Letterhead Papers: No. 126 of a Series 


In a 10-acre setting of Floridian 
ndor...The Americana captures 


the apirit of the past, present 


ind future of all the Americaa, 


The personal 
concept of 


Quality! 


Your company’s personality is clearly visible in the character 
of your letterhead. A letterhead is tangible evidence of reputation, of 
taste, and of concern for quality. For example, the handsome letter- 
head on Strathmore paper of the new Americana says more than a 
thousand words about the hotel’s high standards and its modern serv- 
ice, Consider the personality of your letterhead. Does it properly ex- 
press your business character? Let your supplier show you samples 
of quality Strathmore Letterhead Papers...and judge for yourself. 
The Americana, ‘‘the hotel of the Americas,’’ 
newest of the fabulous luxury hotels along the Miami Beach ocean- 


is the 


front. Its 475 rooms and unusual lanai suites are the ultimate in con- 
temporary elegance and comfort. To capture the atmosphere of the 
various countries of the Americas, the restaurants and lounges have 


been decorated with striking native motifs. 


STRATHMORE LETTERHEAD PAPERS: STRATHMORE PARCHMENT. STRATHMORE SCRIPT 
EMARK BON ALEXANDRA BRILLIANT BAY PATH BOND. STRATHMORE WRITING 
THMORE RON ENVELOPE TO MATCH CONVERTED BY OLD COLONY ENVELOPE 0 


STRATHMORE THIN PAPERS TRATHMORE PARCHMENT ONION SKIN. STRATHMORE BOND 
p N KIN TRATHMORE BOND AIR MAIL TRATHMORE BOND TRANSMASTER,. REPLICA 


RATHMORE 


alarae TY dar °C 
Makers of Fine Papers 
STRATHMORE PAPER COMPANY WEST SPRING IELD, MASSACHUSETTS 
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This 5-Way Manpower Program Cut 
Salesmen’s Turnover 50%, by Robert 
Zinn, Vice-President in Charge of 
Sales, Standard Register Co 

Reprint No. 300 Price 25c 


A Heart-to-Heart Talk with a New 
Salesman, by Dick Tullar, Los Angeles 
Manager, Cresmer & Woodward, Inc 

Reprint No. 508 Price 15« 


Put the Telephone into Sales Training. 
Reprint No. 5 


539 Price 5« 


COMPENSATION 


Cost of Salesmen in Field—Up 25; 
Since 1950. 

Expense account practices digested 
from reports by 500 companies 
Reprint No. 273 Price 50c 


Sales Leap 51°%% When Homasote Of- 
fers Incentive for More Calls, by F. 
Vaux Wilson, Jr., Vice-President 

Sales and Advertising, Homasote Co 
Reprint No, 23 Price 1 


Ten Articles on Salesmen’s Compensa- 
tion Problems. 

Selected group of reports including 
one on a practical approach to study 
of salesmen’s compensation; case his 
tories of plans in use 

Reprint No. 249 Price $1.00 


How to Estimate and Pay for Auto 
Costs, by R. E. Runzheimer, Runz 
heimer and Co 

Reprint No, 320 Price 25« 


Four Rules for Designing a Workable 
Incentive Pay Plan, by J. O. Vance, 
McKinsey & Co 

Reprint No. 296 Price 10¢ 


PACKAGING 


Packages Command Stellar Role as 
Color TV Expands. 

A symposium featuring views of five 
product and package design organiza- 
tions 

Reprint No. 322 Price 50c¢ 


PERSONAL IMPROVEMENT 


Ten Lessons in Speech Training for 
Executives and Salesmen, by James F’. 
Bender, Director, The National Insti- 
tute for Human Relations. 

Reprint No. 199 Price 35ce 


Learn How to Manage Your Time! by 
Earle M. Richardson, District Sales 
Manager, Shaw-Barton, Inc. 

Reprint No. 323 Price 5c 


Your Salesmen Live in One of Six 
Worlds, by William L. McCaskill, Sales 
Training Director, Worrell - Consoli- 
dated Laboratories 

Reprint No. 314 Price 10c 


How to Improve Your Business Writ- 
ing and Speaking, by H. S. Daniels, 
President, Georgia-Pacific Paper Co 

Reprint No. 324 Price 35ce 


How to Put More Meaning into Your 
Sales Language, by William R. Kelly, 
Sales Promotion Manager, Sinclair 
Refining Co 

Reprint No. 537 Price 10c 
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V Actually, effective buying income of more than $2.5 billion 
e THE SACRAMENTO BEE 


V More than twice the retail sales of Indianapolis metropolitan area 
J Not covered by San Francisco and Los Angeles newspapers © THE MODESTO BEE 
It takes the 3 Bees to carry your sales message into California’s 
rich inland valley. Valley families, cut off from the coast by e THE FRESNO BEE 
mountains, read their own local papers. There’s where you ay 
Vy 
a 


should tell them about your product. 


Data Source: Sales Management’s 1956 Copyrighted Survey 


JANUARY 18, 1957 


What Is Marketing Management? 
Scores of executives now have the word “marketing” in their 
titles. Sometimes the executive is top dog in the sales organiza- 
tion; in other cases he is a subordinate with staff rather than 


line duties. 


The marketing title is a reflection of the adaptation of the 
"marketing concept’ by numerous firms. The word “marketing” 
is now so widely—and loosely—applied that it is as ambiguous 


as automation.” 


In The Case for the Marketing Manager," Sweet's Catalog 
Service Division of F. W. Dodge Corp. defines its concept of 
the marketing manager function. 


The Editors 


The Case for the Marketing Manager 


BY GARWOOD R. WOLFF * Regional Sales Manager 


In summarizing all that has been 
written and said about the marketing 
oncept of business management, we 
think the interests of progress are 
hest served by going back to the man 
whose original thinking and brilliant 
writing have led to his personal identi 
fication with the concept itself. Peter 
Drucker, in The Practice of Man 
igement, writes: 

‘There is only one valid definition 
of business purpose: to create a cus 
tomer. 

“Markets are not created by God, 
nature or economic forces but by busi 
nessmen In every case it is busi 
ness action that creates the cus 
tomer . 

“What the customer thinks he is 

ving, what he considers ‘value,’ is 

it determines what a busi 
ness is, what it prod ices and whether 
t will prospe! 

Ihe customer is the foundation 
of a business and keeps it in existence, 
He alone gives employment. And it 

to supply the consumer that society 
entrusts wealth produc ing resources 
to the business enterprise. 

“Because it is its purpose to create 
a customer, any business enterprise 


has two and only these two basic 


‘ 


inctions: marketing and innovation. 
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Sweet's Catalog Service 


‘They are the enterpreneurial func- 
tions. 

“Marketing is the distinguishing, 
the unique function of the business 

Actually marketing is so basic 
that it is not just enough to have a 
strong sales department and entrust 
marketing to it. Marketing is not 
only much broader than sellirig, it is 
not a specialized activity at all. It is 
the whole business seen from the point 
of view of its final result, that is, 
from the customer’s point of view. 

“But marketing alone does not 
make a business enterprise. A busi- 
ness enterprise can exist only in an 
expanding economy, or at least in one 
which considers change both natural 
and desirable. The second function 
of a business is therefore innovation. 

“Innovation may take the form 
of lower price. . . But it may also 
be a new and better product (even 
at a higher price), a new convenience 
or the creation of a new want. It 
may be finding new uses for old 
products. It may be innovation in 
marketing techniques.” 

A long quotation but, in our opin 
ion, worth it. “In the beginning is 
the end.” With great imagination 
and superior insight, Peter Drucker 


wrote, several years ago, the foun 


dation for everything good that has 
been said since on the subject. 


The principles involved. I[n 
Drucker’s statement the essence of the 
marketing concept is revealed as a 
series of principles: 

1. The purpose of a business is to 
create markets—customers—and 

2. The customer is King, because 

3. Not only does he pay the bills 
and consequently keep the business 
going, but his buying decisions deter- 
mine the very nature of the business 
itself. Therefore, 

4. The means needed to create, find 
and serve customers define the two 
basic functions of a business. These 
are 

5. Marketing and innovation. They 
are so basic that they must extend 
clear across the business, and encom 
pass the entire business. And 

6. Concern and responsibility for 
marketing must permeate all areas of 
the business enterprise. 

Now, how have these principles 
been put into practice? The first step, 
obviously, is to get all concerned to 
understand the logic involved, and to 
prepare them for some radical changes 
in the direction of the business. In- 
novation of this sort—involving 
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Here’s a way to make your 1957 sales 
development program more profitable 


To help your salesmen get more PROFITABLE orders as well as more sales. 


To develop management-mindedness in your salesmen so that they become 


more COOPERATIVE with department heads and company policies. 


To create a healthy and stimulating home influence which helps to keep 


salesmen morale high and INSPIRE them to greater effort. 


To develop more of your salesmen to the TOP- PRODUCER level. 


2,000 companies now employ Research Institute’s new method for 
developing in salesmen that certain “something” that top-producers 
have that enables them to get so much more and so much better 
business than salesmen who lack the “X’ factors. 


This new approach to sales development is different from anything 
you have ever seen. It is not just a sales training program. It is not 
a plan designed to replace anything you are doing now. It does not 
infringe upon the parts of your sales operation that can be performed 
only by a sales manager. It is simply a way to squeeze a little more 
profit out of everything you are doing now! 


The Research Institute, a AAA-1 independent research organization 
with a $5,000,000 research budget, provides a practical, tried-and- 
proved “plus factor” that amplifies the effectiveness of anything your 
company might already be doing to step up sales. 


Five years of research went into the development of this plan, plus 
a penetrating study of the pooled experience of more than 30,000 
Research Institute member companies. Years spent in testing thou- 
sands of salesmen served not only to isolate the “X” factors of suc- 
cessful selling, but pointed the way to a new “whole man” concept of 
developing these highly desirable sales attributes in men who have 
not come by the “X”’ factors naturally. 


salesmen like the plan and USE it 

This is much more than a sales training program. It develops the 
salesman—develops the “whole man”— gives him self-confidence, en- 
genders high enthusiasm and the ability to think creatively. It creates 
a feeling of importance to society; develops the right attitude toward 
company, job and customer. 


Naturally, it won’t make every man a star. Nothing is that good. But, 
superimposed upon your Own training with respect to your product, 
the /nstitute program employs the power of the “third party” influence 
to develop the desirable traits that the immediate superior in a sales- 
man’s Own company sometimes finds so difficult to instill. 


This is a solid, adult approach to developing salesmen. It’s neither 
abstract and theoretical, nor is it shot-in-the-arm “stimulator” stuff 
that soon wears off. 

it’s easy to find out whether, in your judgment, 

this plan can be of help to you 


Half an hour with our representative should do it. Regardless of any 
decision you make you will get enough good sales ideas to repay you 
many times over for the time you take to see how other sales execu- 
tives use our plan to make more of their men top producers. 


We urge you to fill in and mail the coupon. We'll work out a meeting 
date convenient to you. 


co Ns 


; Research Institute 
~~ Of America 
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PLAN FOR SALES PROGHERSA HS IN tOBT 


a few of the 2,000 companies now profiting by 
sales membership in Research Institute 


California Spray Chemical Corp 
Carpenter Steel Co 
Chesapeake & Ohio Railway Co 
Crown Cork and Seal Co 
The Cryovac Co 
Gould-National Batteries, Inc 
John Deere Plow Co 
Maxwell House Div 
General Foods 
Minneapolis Honeywell 
Regulator Co 
Morse Twist Drill & Machine Co 


Oxford Paper Co 
Philip Carey Mfg. Co 
Pillsbury Mills, Inc 
Schering Corp 
Southern Counties Gas 
Co. of Calif 
Twin Disc Clutch Co 
United Shoe Machinery Corp 
Valvoline Oil Co 
Western Printing & 
Lithographing 
Yardley of London, Inc 


Research Institute of America 
SELLING AND MERCHANDISING DIVISION 
Department 26 

589 Fifth Ave., N. Y. 17, N.Y. * Plaza 5-8900 


[ ] Please send me the free sample sales analysis 
A Plan for Sales Progress in ‘57” 


{_} Wd like to hear more about how other com 
panies use your new sales development plan to 
improve their own sales programs. 


Name 


Title 


Company 


Street Address 


a 


Advertisers aiming to establish a 
strong new product personality are 


The “Marketing Memo" Man 


People have been known, when 

j meeting Garwood R. Wolff—Eastern 

HENRY J. MUBSSEN, President and Chairman of the Board regional sales manager, Sweet's Cata- 

of Piel Bros., puts it this way: ‘There's no doubt that Bert and log Service, Division of F. W. Dodge 

Harry sold themselves. However, without Spot's flexibility and Corp.—to mentally dress ay eA he 

great cumulative audiences, they never would have made the form. Not surprising. Wolff entere 

. Thev are establioned Annapolis on a competitive appoint 

qrane se Tass aed h ment, graduated in '43, saw service on 
te ea co aes NBC) SPOT SALES a Pacific destroyer. 

eee oa vi - Before he joined Sweet’s he was with 

Radio and Television. Merritt-Chapman & Scott Corp., then 

Westinghouse International. His first 

job at Sweet’s was as an assistant in 

the Advertising Department six and a 

half years ago. Then he became a 

Sweet’s salesman, has been advertis- 

ing manager and now, in his super 

visory sales capacity, has first-hand 


4 | iF ee) 
iM if yp § opportunity to study the marketing 
- Wy Seal operations of scores of major com 
panies. 


NOW OVER | Mn ‘i Wolff is the author of Sweet's “Mar 


keting Memos.” 


VY MILLION PEOPLE 


WITH changes in management structure and 


responsibility—does not come without 
51% ON THE ILLINOIS SIDE strain and resistance. 
O hey 


‘The important thing is to get the 
ROCK ISLAND + MOLINE + EAST MOLINE whole management group to appre 


ciate the essential nature of the mat 


ili keting function, and to pave the way 
where 9 out of 10 families read ing function, and to pave the way 


for its operation and authority in all 


THE ARGUS or THE DISPATCH : areas of concern to it. 


Next, there must be a marketing 


manager. In large and complex o1 
ganizations it may be a group or there 
may be a marketing manager for each 


; “ division or subsidiary (the business 
Quad-Cities’ Largest 5 within a business). 
Combined Daily Circulation 


i A The marketing manager. ‘J hic 
The Moline Dispatch appointment of a marketing manage1 

' implies a great deal more than just 

a change in the organization chart. 
The Rock Island Argus i Ihe typical sales manager is not al 
: ways a_ good choice. Remember 


Drucker says, “Marketing is not only 
much broader than selling, it is not 


THE. ALLEN RL APP CC 


SALES MANAGEMENT 


be Sure to SELL SYRACUSE™ 


and the 15-County Syracuse Market 
... including 


OSWEGO 


OSWEGO: 


23,000 families with 
$100 million annual 
buying power live in 
Oswego (city and county 


COVERAGE: 


65% of them read one or both of the 
Syracuse newspapers daily —95% on Sundays. 


Wutn you think about the Syracuse Markel . . . think’ all of it! Think of 
15 counties embracing one-third of the total area of New ) State. Think of 
cities like Oswego, Auburn, Ithaca, Cortland, Oneida, Massena anda dozen other 


"Selling Research Inc. Survey 


sizable, thriving communities in addition to metropolitan SyracusteAmerica’s published by anagement 


oe 


Number One Test Markel. ‘ 


i, 


There's a single, effective, economical way to sell this truly great market of 
399,000 families spending $1.9 billion annually. The Syracuse Newspapers deliver “ ¥ 


100% saturation coverage of metropolitan Syracuse, daily and Sunday—effective 


circulation in the 14 additional counties. You can't buy a combination of media 
that will do a comparable job in this market al a comparable cost! 
FULL COLOR AVAILABLE—DAILY AND SUNDAY 


Represented Nationally by MOLONEY, REGAN & SCHMITT 


the SYRACUSE NEWSPAPERS - 


HERALD-JOURNAL & HERALD-AMERICAN tw THE POST-STANDARD 
Evening Sunday Morning & Sunday 


The HEARTLAND 
of 
CIRCULATION: Combined Daily 233,150 Sunday Herald-American 221,744 Sunday Post-Standard 105,245 NEW YORK STATE 


JANUARY 18 1957 
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A. M. Deeco. has 

34 years of practical 
know-how plus the 
complete service and 
production facilities to 
do the job. Be assured 
of a display keyed 

to YOUR advertising 
and YOUR product 
Write A. M. Deeco 


SAS See eel eee Cee eb aae ee FOR EVERY TYPE OF PRODUCT 


CHICAGO 50+ 


1673 W. WINETEENTH ST + BISHOP 7.1747 


A. M. Deeco spells out our story: Your 
Advertising and our Metal Displays CO- 


~NEW YORK 10+7 6. TWENTY 


The managers of sales, advertising 
ind promotion, market and marketing 
customer service 


to him. Not 


and 
directly 


researe h sales 


should 


report 


only should his counsel be sought in 
any product change, but he should 


originate product changes to meet the 
needs and desires of the 
] 


Nor should he sit back and 


someone else to tell hin to 


changing 
market. 
wait for 


lowe prices only adapting 
to conditions of § ipply and demand 


IDENTIFY 


DISPENSE + SERVICE .- 


+ DEMONSTRATE - 


THEY DISPLAY 


ADVERTISING 


METAL DISPLAY CO- 


THIRD ST « ALGONQUIN 4.17295 


that his company must pay 
and materials. Rather, he 
ever alert to the potential 
of dynamic pricing, and originate 
himself. (This doesn’t al- 
ways mean lowering prices: If 
judicious increases can result in better 
products and better service—from the 
customer's point of view—then by 
all means they are worth consider- 


or costs 
Tor labor 


sho ild be 


changes 


ing. 
In short, the marketing manage 
should be the 


the w hole business. 


champion innovator ot 


point, we 


The pay-off. ‘Jo this 
nave attempted to define the market 
ing concept and to describe the duties 
of the marketing manager and to out 
line the job. Now 
what happens once he takes over and 


fully Of 


requisites of his 
the marketing function 1s 
erative 
First, the 
have am ch Stronget 
Is of the business. 


marketing manager will 


voice in the top 


management coun 


“King Customer's” attitudes, needs 
desires ind ideas of value will be 
more strongly and accurately reflected 
when big decisions are made. The 


marketing manager serves as the cus 
tomer’s advocate in the board 
voice that 


room 


and there is no needs be 
heard 


Sec ond, 


more 


there will be one central 


authority for the creation of custom 


ers. With one man directing and co 


ordinating all the specialized fun 
tions (sales, promotion, etc.) there 
will naturally follow a_ better per 


spective and approat h to the total 
problem, and a good balance between 
activities to meet short-range prob 
lems. There will be less needless dup 
lication of thought and effort, and all 
the specialized activities can be 
brought to with the 
impact and in the right sequence. Co 


bear necessary 
ordinated and subject to this control 


the means of marketing—personal 
selling, advertising and catalog pro 
made more effective 
effect : and the 
“image” of the business in 
will be 
‘image’ the business has of itself 


Third 


support) on the 


cedure—can_ be 
through synergistic 
over-all 
the market closer to the 
there will be much bette: 
better 
better service, better pricing 


firing line 
produ ts 
better information-engineering ( get 
ting the right buying information to 
at the right time). 


Salesmen will spend less valuable time 


the I ight people 


on unprod ue tive cold calls, and more 
will 
than 
increased effi 


time closing orders. Customers 


direction rather 


and the 


be created by 
by accident 

crency m marketing will be reflected 
profits, 


The End 


In constant growth 
ind benefits to all 


greater 


SALES MANAGEMENT 


“Drive this home, Leland’, Salt Lake-Ogden-Provo is one of 
the first forty markets.”’ 


Salt Lake-Ogden-Provo ranks among the first forty 
markets in population’? and ranks 8th in rate of growah 
a great market ...a great potential. 


TRI-CITY 549,000 pop. 100% unduplicated TV coverage. 
27-COUNTY MARKET 876,000 pop. 92% unduplicated TV coverage. 


KSL-TV KUTV KTVT 
CHANNEL CHANNEL CHANNEL 
CBS-TV Spot Sales Avery-Knodel, inc. Katz Agency, Inc. 
Notional Representatives National Representatives National Representatives 
c.B.S. A.B.C. N.B.C. 


OFFICES AND STUDIOS iN SALT LAKE CITY, UTAH 


' Governor Leland Stanford stakes out one of the nation’s first forty markets ai the golden spike 
ceremony, May 10, 1869 at Promontory Summit, Utah 


2 Sales Management 1956 
3 Nielsen Coverage Service 1956 
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[| >“HE'S THE BEST 
TWEE BEE 


N TRYING TO, 
— Ys us 


= - 
Shake hands with-qur editors... 
> 


ALBERT W. BENTZ, Managing Editor.. 


25 years as a newspaper reporter and edi- 
tor, 15 of them in the aviation field... 


broad background in manufacturing, trans- 


port and military aspects 


JOSEPH S. MURPHY, Engineering Edi 
tor four years as technical editor, nine 
previous years aviation experience as main 
tenance manual editor and liaison between 


CAA and ATA 


ERIK BERGAUST, Missile Science Editor 

extensive VTOL and rocketry back 
ground in his native Norway .. . broad 
engineering and publishing experience 
here in VTOL, missiles and rocket pro 


pulsion, 


ERIC BRAMLEY, Business Editor .. . 


journalism graduate, war correspondent, 


vice-president of American Aviation Pub- 
lications, Inc. . . . member of American 


Aviation organization since 1937 


WILLIAM V. HENZEY, Transport Editor 


16 years air transport experience with 
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A 
CAB, airlines, publishing, specializing jn 
buttmess and financial aspects-of industry: 


EDWARD S. HULL, Military Editor... 
Former Bureau Chief, McGraw-Hill World 
News reporter, correspondent, editor 
since 1943 


tion procedures and requirements, 


familiar with military avia 


HENRY T. SIMMONS, Manufacturing 
Editor broad background with United 
Press, Wall Street Journal .. . covered 


military, industrial aspects, Pentagon. 


ANTHONY VANDYK, International Edi- 
tor... aviation publishing background in 
London, Geneva . . . broad knowledge of 
military and civilian aviation throughout 


the world. 


FRANCIS J. KEENAN, Legislative .. . 
political science and international affairs 
graduate ... experienced as military press 
officer, Washington correspondent, staff 
member of the Senate Committee on Inter 


state and Foreign Commerce 


HENRY P. STEIER, Electronics . . . 12 
years experience as design engineer with 
RCA, IBM... broad background as tech 
nical writer, lecturer . . . responsible for 
all phases of electronics in aviation, ground 


and air 


FRED S. HUNTER, West Coast Editor 
more than 20 years experience as re- 
porter, editor, airline publicity manager 
with AMERICAN AVIATION since 
1945. 


LOIS PHILMUS, Business Aircraft and 
Airports . . . over 12 years in Aviation 
publishing . . . reporter and editor with 


many leading aviation magazines. 


SELIG ALTSCHUL, Contributing Finan- 
cial Editor . . . research and investment 
analyst . . . registered with SEC as avia- 
tion investment advisor . . . served with 
CAB, Hoover Commission . . . independent 


aviation consultant. 

MARY L. MILLER, Rates and Tariffs . . . 
over nine years in aviation field . . . ex- 
perience with CAA, various airlines. 
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N 1943 Bob Wood left American Aviation to take 
over the reins of the war-born Aviation News (later 


his side, to turn out an even superior editorial perform- 
ance, the only completely-rounded “industry” magazine 
Aviation Week). Mission accomplished, he moved —_ 
. Me- 


. and to fresh Aetug 


. from its sharp-edged news interpretation to its busi- 


this time as assistant to dynamic President J. ness-financial-technical coverage clear across this inte- 


grated field... into the wide-world of international 


, Donnell of McDonnell Aircraft . 
\ 


ments on the public relations front. That’s a lot of aviation. Here, incidentally, no aviation journalist’s face 
\ aviation history in a few words. is so familiar as Wayne Parrish’s — in his log, 900,000 
4 One night last month in Washington’s Carlton, Wayne airline miles in 70 countries. 

Parrish, AA’s publisher, proudly announced Bob’s return Of AA’s staffers .. . well could we boast, “the largest”, 
home, “He’s the best editor in aviation. I’ve been trying “the most experienced”, but to many advertising people 
' to get the guy back for years!” More than 690 people these are now cliches. Instead, we present on these pages, 
turned out to welcome Editor Wood this time as a capsule introduction, and a sort of “aggregate profile”. 
wl \ Editorial Director of American Aviation Publication’s All in all, being modest men, the editors tell us they’d 

Ji . \\ great and growing interests. The “industry” was there — rather have you know them by their product. 
h \\ men from the military, manufacturing, government, the That's fair enough, for it is editorial vigor and inci- 
— airlines — and, of course, the press. And, in turning out siveness that make it possible for American Aviation to 


for Bob, they were paying their respects to Publisher 
| Parrish and the entire AA editorial staff. 
| Bob says he’s fortunate 


command an audience that represents 91% concentrated 
coverage of the entire aviation market. Documented 


have such manpower at el idence on request. 


AMERICAN AVIATION 


Published by American Aviation Publications, Inc. . . . world’s largest aviation publishers 
William H. Pearson, Vice-President and Advertising Director, 17 East 48th St., New York 17, N. Y. 


“AGGREGATE PROFILE’ — AMERICAN AVIATION’S EDITORS 


Publishing & Business, Industrial, Club & Association Editorial Annual Editorial 
Education Editorial Government Membership Awards Mileage 
Institution N. Y. Herald Tribune American Airlines National Press Club Too numerous Total Editorial 
Yale Chicago Herald McDonnell Aircraft Wings Club to mention Mileage 322,000 
Georgetown & Examiner Design Service Co Aviation Writer's Assoc 26 major awards 
Harvard Christian Science Douglas Engineering Co Conquistadores de! Cielo in all . more than Domestic Editorial 
University of Illinois Monitor Chicago and Southern Overseas Press Club 


Columbia 
Northwestern 
Medill School of 
Journalism 
Crane College 
Southern Law 
University 
Union College 
University of 
North Carolina 
Notre Dame 
Franklin and Marshall 


University of Pittsburgh 


University of Missour) 
American University 


Major 

Journalism 

Sociology 

Political Science 
Encocerins 
Electrical Engineering 
Physics 

Chemistry 

Economics 

Business and Finance 


Literary Digest 
Aviation Week 
Wichita Beacon 
Aftenposten 
Aero Digest 
McGraw-Hill World News 
Elizabeth City 
independent 
Raleigh Times 
Norfolk Virginia-Pilot 
Baltimore Even. Sun 
National Aeronautics 
Jane's All the World's 
Aircraft 
Interavia Aly Letter 
Aeronautical 
Engineering Review 
Airlanes Magazine 
Fiying Magazine 
The Commonweal 
Dayton Daily News 
Air Traffic Digest 
United Press 
Wall Street Journal 


all other aviation 


Airlines magazines combined 


North Carolina State 
Div. of Highways 

United Airlines 

Radio Corporation 


Aero Club 

Sigma Delta Chi 

National Aeronautic 
Association 

Pacific Wings Club 


of America National Aviation Club 
International Business institute of 
Machines Aeronautical Sciences 


Civil Aeronautics Board 
Civil Aeronautics 

Administration 
Continental Airlines 
Capital Airlines 


Society of Automotive 
Engineers 

Institute of Navigation 

Norwegian Helicopter Soc 

American Rocket Society 


and Military, international Society of 
XX combined years, Aviation Writers 
of course! Press Club, London 


Royal Aero Club 

Wig and Pen Club 

Royal Geographic Soc 

American Political 
Science Association 

Inst. of Radio Engineers 

National Airport Club 

Airline Traffic Assoc 

American Helicopter Sor 

National Aviation 
Trades Assoc 


Mileage 283,000 


Foreign Editorial 
Mileage 39,000 


Foreign Cities Visited 
London 
Paris 
Brussels 
Berlin 
Manchester 
Dublin 
Moscow 
Budapest 
Vienna 
Bucharest 
Rome 
Odessa 
Kiev 
Lenningrad 
Oslo 
Amsterdam 
Leopoldville 
Stanleyville 
Stockholm 
Copenhagen 

etc 


The editors lay a wager: after you have read this totally unorthodox 
information sheet for guests who register at the Los Arcos hotel in 
La Paz, Mexico, you'll vow that some day you'll visit it. 


We print it not only because it is entertaining. It strongly suggests 
that many, many products and services might well 
Madison Avenue sophistication, and look, instead, for some copy 
writers who write as friendly people talk.—The Editors. 
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HOTEL LOS ARCOS 
La Paz, B. C., Mexico 
GENERAL INFORMATION 


WELCOMI ro OUR 


BOARDING HOUSE!!! It is indeed a 


ECCENTRIC 


pleasure to have you here and we are 
‘a sus Ordenes’” to help make your 
isit to La Paz a most pleasant one. 
Herewith is a bit of information on 
this and that which you might find 


useful: 


1. Since our little hotel has been 
in operation, we've never had one 
case of theft from anyone or any 
room. However, if you wish to de 
posit cash or valuables for safekeep 
ing, you may do so at the desk. As 
lor locking your room every time you 
go out, you needn't bother because 
no one will touch anything. Besides, 
most of the keys have been carried 
away or are lost and you might lock 
yourself out! We are proud of our 
employes and can vouch for thei 


honesty and integrity. 


DRINKING WATER. Our tap wa 
ter comes from our own wells on the 
property and while the water is per 
fectly safe and pure, we take no 
chances with your, or our, health. 
Therefore, we serve purified bottled 
water in the rooms, dining room, and 
bar. ‘The ice is also made from puri 
fied water. Should you run low on 
water in the container in your room 
press the little button between the 
beds and we'll come running, that is 
if the buzzer system is rot “descom 


puesto” (out of whack )! 


3, poop. We are also particularly 
careful in the handling of our food 
stuffs. Uncooked vegetables and those 
used for salads are washed thoroughly 
in chemically treated water. You may 
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The Relaxed Sell 


feel safe in eating them. As a matter 
of fact, our lettuce is flown down 
from the States . . . won’t grow too 
well here! If you go fishing, by all 
means bring back your catch and we'll 
be most pleased to prepare it for you 
any way you want it. If you desire 
any special item, please speak either 
to Bob or Estrella and they will do 
their darndest! For birthday or anni 
versary cakes, please give us at least a 
day’s notice. 


+. LAUNDRY AND DRY CLEANING. 
We do all laundry in the building. 
Should you wish to send out anything, 
just make out your list, make a bundle 
of the clothes and leave it on your 
bed. ‘The maid will pick it up. If she 
happens to be around, just point at it 
and she'll understand (we hope). 
Oftentimes, while the maid is tidying 
up your room, if she runs across soiled 


clothes, she is apt to take it to the 
laundry herself. So if you miss a 
hanky, a shirt or something else, don’t 
worry, it'll be back. 


5. DRINKS. We have, we think, a 
fine bartender. Ramon speaks good 
I’nglish and what he knows about 
drinks, both simple and fancy, will 
surprise you. The local people call 
him “the doctor of 
Hummmm!! We _ recommend his 
“Planter’s Punch’, ‘Tequila Col- 
lins”, ‘““Tequila Margarita”, “La Paz 
‘Tropical’, “Tequila and Sangre de 
Diablo” (‘Tequila and Devil’s Blood). 
Above all, if you need it, try his 
wonderful hangover cure called 
“Quitame el Temblor”’, which is 
“Take Away My Shakes’’; it’s ter- 
ific and most effective! If you want 
to try the specialty of the house, ask 
for “Los Arcos Special’’. It is a sort 
of “Old Fashioned” made with a 
liquor called DAMIANA made from an 
aromatic shrub which grows only in 
Baja California. Ask Ramon to show 
you the label on the bottle . . . you’ll 
be surprised at what it does for you! 
Only six to a customer. The first 
drink is always on the house. You 
were welcomed with a “Tequila 
Cocktail”’. 


souls” 


6. COMMUNICATIONS. One of the 
charms of La Paz is that it is so quiet 
and “out-of-the way’. However, when 
most of us travel, we still like to keep 
in touch with the folks back home and 
let them know how and where we are 
and that “we wish you were here’. If 
you are out ot stationery or enve 
lopes in your room, ask the clerk at 
the desk for 
stamps are also available at the desk. 
Get your mail in by early evening and 
it will leave on the morning plane. 
We do not recommend anything but 


some. Postcards and 


SALES MANAGEMENT 


A 
h 0” 


me 


with 


164,157,000 


IN 
GROCERIES 


Food sales mount higher and higher as more families buy more 
groceries in Columbus and the rich Central Ohio market 
Reach this rapidly expanding population area through the 
Columbus Dispatch . . . the newspaper that gives top coverage 
and proven results The Dispatch blankets the Columbus city 
COLOR STOPS 'EM zone with 88°, coverage daily and 94°) on Sunday delivers 
¢) nearly twice as much circulation to the twelve county retail 


trading area as the second Columbus newspaper 


NO. 1 TEST MARKET OF THE MIDWEST 


Cash-in on the sales-rich Columbus market. Include it in yout 
For maximum im- regular program or as a test campaign. It's the No. 1 test market 
pact use ROP in the midwest .. . your easiest market to test. Complete details 


full color. upon request 


“Columbus Dispatch 


Telephone CApital 1-1234 .. . Teletype CL47! 
Read in 4 out of 5 Columbus homes daily; 9 out of 10 Sunday 


NATIONAL REPRESENTATIVES: O'Mara & Ormsbee. Inc New York Detroit s40 Los Angeles San Francisco 
McAskill & Herman. inc Miami Beach 


Member Metro Sunday Comics and Magazine Networks 
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“This is the size we pack for the Growing Greensboro Market!" 
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Sales Management Figures 


Things really percolate in the Growing Greensboro 
Market. You'll have grounds for good sales expecta- 
tions when you put your product in this rich, diversi- 
fied marketing area where 1/6 of North Carolina's 
population accounts for 1/5 of the $3 billion annual 
retail sales. Permeating the 12-county ABC Greens- 
boro Retail Trading Area like the aroma of freshly 
brewed coffee, the News and Record reaches over 
400,000 readers daily with its more than 100,000 circu- 
lation. 


Only medium with dominant coverage in the 
Growing Greensboro Market and with selling 
influence in over half of North Carolina! 


Greensboro 
News and Record 


GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. 


eeeeveeveeeeeeeeeveeeeeeeeeeeeeeeeeeeeeeee 


lelegram Mia be 


tween 38 a.m 


urmail 
and 7 p.m. The servi 

fairly good and mes ages may he 
sent or received in English although 
they sometime opant hfy’ your 


english 


not Ti ent collect In case ot dire 


International mes age can 
emergency, there is radio-telephone 
communication to the States It i i 
new service and still has some kinks 


It’s difhcult to yet throug 


gh ometinne 
ind once you do pet thro ” you 
can't hear too well it all « pend 
on the weather! However, it’s peer 
i try. Connections to the States are 
only made at certain hour 


vet information at the desk kor 


0) ple is¢ 


leare! reception, we sugyest that you 
directly to the Lelegraph Office 

se then phone booth iny 

iXl will take ou to! mall 


h irye 


VIONEY EXCHANGI \ND CASH 
ING CHECKS Should you wish fo eX 
change dollars 


at the desk if the pre tiling rate 


Into pesos, you may do 
or ON hange You may pay your bill 
with | ‘ curreney lraveles 
Checks, and with proper identifica 
tion, with personal check Wi 
COUTTS ilso it 1 sp te 
the devaluatior If u go shoppir 


iptown t's better take pesos 
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8. ENTERTAINMENT. By all means to tip until you get ready to leave. 


it our newly opened Roof-Garden ‘The personnel expects it this way and 


lerrace for cocktails or dinner. The it is much less bother and trouble for 
sunsets and full-moon evenings are you. We shall be glad to advise you 
breathtaking when viewed from there in this matter if you are confused. 
don’t miss it! A la Carte dining 

ailable at the ‘Ter 1]. RETURN TRIP RESERVATIONS. 
race. It is open nightly for cocktails \ll good things must come to end 
one’s trip to La Paz! We 


ainney and dan ny 
shall be very pleased to help you make 


room Set ce IS AV 
except on Mon including 
days. La Paz is famous for its ex 
cellent fishing your return trip reservations either to 
vailable. Make (juaymas, FE] Paso, Ma 
nquiry at the desk and we'll try to A apulco. 

help you make arrangements. You can Well, there it is! This is rather 
also yo watel skiing, shell hunting 


Cabin cruisers or out 
board motor boats are a ‘Tijuana, 


zatlan or 


long-winded, but what else have you 
right now? We have tried 
to cover what we think are most im 


clam hunting or just plain boat rid got to do 
ny We 


for you 


put up lunches and beverages 

portant informative points for you 

If there is something that we forgot 
just ask at the desk 
Kstrella down and 
(which ask them. Just relax and rest ! ! ! 
Perhaps the ‘They say that when you first come 


oF SHOPPING. Estrella has a cute to mention here, 
little shop at the street entrance. She or flag Bob o1 
calls it ‘Concha-Nacar’ 
means Mother-of-Pearl) 
caballeros’’ won't be too keen about to La Paz, you just sit and think for 
after that 


but, even they will admit that there you just sir! It is only then when 


turning their “‘sefioras” loose in there the first couple of days... 
ire some very beautiful and attractive you will have entered into the real 


things there to take home! And spirit ot this lovely spot, We do hope 


equal you like it and that you'll come back 
ey 


listen to thi senores, at prices 


to or better than those you might vain und bring your 


Ise 1 \lexico! 


‘amigos”’ 
CORDIALLY, 

HOTEL “LOS ARCOS’ 

Bob and Estrella Elias 
Managers 


find anywhere « 
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why are you advertising ? 


You are asked to OK an ad campaign. The pic- 
tures are snappy. The layouts are good, the color 
strong. The copy sparkles. It looks all right... 


But wait — 


Just what is the advertising for? Specifically, 


what is each ad in the series supposed to do? 


Is the advertising just to enhance prestige, to 
keep your name before the trade? If so, are you 


sure that’s all it can do for you? 


Does it seek to overcome specific sales obstacles? 


It can. 
Is it supposed to produce good leads? It can. 


Is it designed to help with the educational chore 


your salesmen face? It can. 


Many sales executives have learned to their profit 
that advertising and sales promotion can carry 
a larger share of the sales load than they had 
ever thought possible — providing it is planned 


that way. 


Advertising is most effective when it is assigned 


a definite part of the selling job — often a part 


that is time-consuming and costly for salesmen 


to cope with alone. 


Whatever the advertising is designed to do, make 
sure it does it before you put that OK on the 


campaign. 


The Schuyler Hopper Company 
12 East 41st Street, New York 17, New York 


Number 1 of a series we think needs to be writte n, 
even if we have to do it ourselves. Our business ia 
to create advertisements, sales aids, handbooks and 
manuals that help our clients sell by helping their 
prospects buy. 
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Do You Have the Stomach for It, Son? 


Selling has its rewards, says the author, but sales recruits also 
need to be told of the vagaries of customers .. . of the frustra- 
tions in the art of persuasion . . . of the need for intestinal 
fortitude. Read, and see if you agree. Let us know what you think. 


BY ELLIS WILLIAM MEYERS 


them sound like statements that will get the othe 
man talk ng so that he can learn something about 
the other man’s business and his thinking about that 
business ? 

5. Can he sit and listen, and learn? 

6. Can he produce an idea that is a little dif 
ferent, a little new, a little unusual, a little cre 
ative, a little stimulating, and even make the other 
fellow believe that it was his? 

Can he do all these things over the other man’s 
desk without talling into the entertainment trap and 

iw a born trving to do it overa bar, or on a golf course ? 
personalit §. Can he knock on doors and be turned away but 
with friends, school keep going back until eventually he can infiltrate? 
se, subse 9, Can he take “no, a thousand times no” and 

years never show how ipset he is? 

accept rebuffs, polite and impolite, 
over long periods of time? ‘This includes calling a 
man on the telephone anywhere from a dozen to 

t hundred times to learn from the man’s secretary, 


the switchboard, the office boy, and sometimes the 


nan himself that he is (a) not in, (b) in confer 
e, (c) not interested, (d) buying from someone 
else, (e€) not interested, (f) well serviced, (g) ove 
spent; that man will not see him because he 
doesn't care to see him, isn’t interested in his com 
pan n whatever it is he is selling knows all about 
idn’t like it, and just doesn’t want 
make all the necessary ‘phone calls 
inally even if it takes 

ths (or vears) ? 
lo all of the above things with from 
ellaneous infor two to eight other persons in the same company, 


like the election \ of whom can wreck the sale? 


he Hdat tn ’ nen ( ind on the 12. Can he rationalize all these things to him 
W orl se] yr tor or tennis r sailing: the elt so that he doesn't get ulcers ? 
of product 13. Can he do all this with a product or service 
like id unlike those of the prospect where Jor that is not really the top one of its kind ? 
Blow r being fired an executive vice-president Sales training is valuable; it is a must in modern 
of the ag where to get a better steak than Chi selling. But, if selling in your company is to rise 
Cella's; how to get tickets for vy Fair Lady above a level of mediocrity, you, as a sales executive 
do about virt ‘ must first determine if your prospective recruit “has 


the stomach for it!’ 
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RESEARCH NEVER STOPS HERE 


Years of constant research have made the quality higher quality printing at lower cost to the customer. 


of color printing higher and higher at J. W. Clement. Many improvements in the quality of color printing 


Measured in terms of money and time. Clement's large can be found at Clement. Here, the development of 


investment in research is unusual in the printing new printing mac hines has always been a management 


industry hquipment is the finest... most modern policy Another reason why leading 


businesses take 
available and Is kept in prime working order around 


pride in and profit from Clement printing as faith 


the clock. [It is being constantly improved to produce ful to color as eyesight itself, Yet it costs no more 


J. W. CLEMENT CO. / fact 


Executive Offices & Plant: 8 LORD STREET, BUFFALO 10,N.Y 


ere ora Hh =F 


CONTROL TOWER FOR SALES MANAGERS 


Yes, from this control tower a sales manager actually SEES You have your complete sales picture constantly at your 
what each of his salesmen is doing throughout his territory finger tips making possible the constant selective control 


day which means increased profitable sales 


KAkRDEX” Visible Sales Control gives complete and effective Get full particulars on this marvelously simple Sales Con- 


vi iphc control over every salesman and every account trol system. Write Room 1183, 


S 


Fourth Avenue, New 
date of las date of last sak when next call should be York 10—ask for free booklet KD524 
made...percentage of quota each salesman has sold to each 


* 
of his accounts... which men are doing a consistent job. al Memington. Frand. 


this and much more every day! 


'VISION PERRY RAND CORPORATION 


THE HUMAN SIDE 


BY HARRY WOODWARD 


PRESIDENT WITH A PURPOSE: He’s Irving Schachtel, president of Sonotone. 
And his purpose is to see that every deafened child is fitted with hearing aid. 


Bread on the Water 


Comes Home to Sonotone 


len-year-old Terry didn’t talk... 
he was far behind his age group in 
learning—anything. An orphan since 
he was a vear old, he had been con 
mitted to the Pontiac State Home tor 
the Mentally Ill. 
calm, 
Terry by the hand and led him to a 


Then, one day, a 
smiling young woman took 
sunny room where a small device was 
fitted to Terry’s ear. Seconds late: 
Terry was hearing his own voice for 
the first time in his life. 

‘T erry, like many deaf ( hildren had 
been given a chance to live a full life. 
He and hundreds of deafened chil 
dren—scores of whom were consid 
ered mental defectives—are the re 
cipients of Sonotone Corp. hearing 
aids . . . gifts of Sonotone’s young 
president, Irving I. Schachtel. This 
Christmas was the third in which 
Schachtel 1,000 of his 
company’s products to children whose 
parents are unable to buy them. The 
operation is carried out by Sonotone’s 
locally franchised dealers, who work 
with medical organizations, schools, 


presented 


hearing societies and charitable or- 
ganizations to locate such children. 
But it is Schachtel’s philosophy, that 
bread cast upon the waters comes 
home again, that is responsible for 
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this unusual gesture by big business. 

Schachtel, who became president of 
Sonotone at the age of 37, is the son 
ot a Rabbi and a deeply 
man. ‘There is so much in the Bible,” 


religious 


he says, “that can be translated into 
daily commercial activities that is 
good for community and business.”’ 
To buy 1,000 hearing aids 
would cost $150,000. 
Sonotone can't make a free gift of its 


these 
“Obviously 


hearing aids to every child who needs 
one,” he adds. ‘‘We are in business.” 
But the plight of children in a sound 
less world always has been a source 
of concern to him. 

He has led a one-man crusade for 
universal compulsory examinations to 
detect hearing defects in children. 
Only 22 of every 100 children live in 
t which 


states compulsory 
hearing tests. As part of his crusade 


authorize 
Schachtel donated a hearing center at 
the National Hospital for Speech Dis 
orders in New York and devotes a 
great deal of his free time to a cam 
paign for the enactment of legislation 
compelling annual examination by an 
ear specialist of all children who fail 
to pass a preliminary test of their 
hearing ability. 


“There are,” he says, “an estimated 


half million children who are already 
significantly deafened and two million 
others who face the possibility of im 
paired hearing. Rehabilitation cou/d 
be provided for those in whose cases 
therapy is found to be hopeless.’ 

All of these factors led Schachrel 
two years ago to institute his free 
hearing aid program. He modestly 
passes on the bulk of the credit to his 
dealer organization, however. “They 
don’t assume their part as a burden 
but rather as a privilege.” ‘The field 
organization takes care of the distri 
bution and services the aids at no cost 
to the childrens’ families. 

‘These gift-Sonotone hearing aids 
have brought good hearing to chil 
dren as young as 18 months, children 
like Susie , of New York, who 
now finds it “wonderful to be able to 
hear the birds sing.” Another little 
girl, 11, used to feel bad “because I 
couldn't hear the teacher and I was 
afraid to tell him. Now [| can hear 


everything he says! 


Not just Xmas—all year 
When a child has been selected to 


receive a Sonotone the work has just 
begun: First, the child must have the 
capacity to use the instrument—in 
cluding cooperation — of 
(Oddly enough, 
to think that it is a disgrace for 
a child to be hard of hearing!) Next 
the child must have an_ individual 


parents. 


many parent seem 


fitting of the instrument based on an 
audiogram or some other test, in ac 
cordance with Sonotone procedure. 
And, to make the plan as broad as 
possible, Sonotone restricts the num 
ber of hearing aids granted to any 
locality: It would obviously not be 
fair to allocate the bulk of the gilt 
to, say, New York City. 

And while this is, primarily, a 
Christmas program, a child eligible 
under the conditions set up, may be 
presented with an instrument at any 
other time, 

Sonotone’s Christmas gift program 

actually it takes several months to 
complete the distribution sprang 
from a smaller-scale plan of quietly 
giving hearing aids to needy children 
This program began in 1954. But 
soon Sonotone found that so many 
needed help the decision was made to 
give 1,000 of the hearing aid 

“Tf most of these two million chil 
dren never have to wear hearing aids,’ 
says Schachtel, “I'll be more than 
happy. Sonotone has its work cut out 
helping 15 million adults who today 
are hard-of hearing.” 

For over 
ill sales for 1956 topped $19 million 
The End 


‘This seems to be the case 
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S. Morgan Smith Company Reports: 3 
“Mechanized 
helps make more 


Says Vice President in Charge of Sales: 


“Huge hydraulic turbines, highly special valves for a: 
myriad of uses, giant compressors for supersonic wind: 
tunnels, and the other highly engineered items we: 
make demand specialized, trained salesmen. We've: 
got a small staff covering several different markets. : 
Seeing that their time is used efficiently is a problem! : 

‘“‘No question— business magazine advertising: 
speeds our sales operations. The salesmen can utilize: 


their talents on helping solve engineering problems, : 
helping customers make decisions—they don’t have: 
to spend hours pre-selling the company or proving: 
that we’ve made 18-foot butterfly valves or 150,000: 
horsepower turbines before now. Prospects already : 
know our name, reputation, quality, even where our: 
equipment has not yet been used. 

““Not only does that leave our men more time for: 
technical discussion, but there are other very impor-! 
tant side benefits as well. These apply in recruiting, : 
purchasing, and in discussions of expansion and diver- ! 
sification. In all areas, we gain efficiency through: 
recognition.” : 


= / BURWELL B. SMITH 

a Vice President, Sales 
. S. Morgan Smith Company 
York, Pennsylvania 
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| Selling” 
f profitable sales to industry 


‘ Advertising in McGraw-Hill magazines can selectively deliver your sales 
a : message to the right men with efficiency and economy. Its readership paves 
2! : the way for your sales force, reaches key men your salesmen cannot see 

: ‘ and young men who will influence tomorrow’s sales. Your advertising, 
¥- 


: properly placed, augments and strengthens your sales efforts, makes your 
: sales program more productive and profitable. 


- ws ° 


: McGraw-Hill Magazines 


McGraw-Hill Publishing Company, Inc. 
; 330 West 42nd Street, New York 36, N. Y. 


Six Steps to Successful Selling / 


MB MORE ADVERTISING HERE MEANS 
ME MORE SALES TIME HERE 
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It's Class 
Plus Mass 
... With GAPS 


From Cadillacs and caviar to snuff and sorghum sweeten- 
ing—CAPS delivers class plus mass in the sixty-two buying 
centers—and Memphis—that make up the nation's tenth, 


the South's first wholesale market. 


Let's take a look at Tupelo, Mississippi: 104 miles from 
Memphis—number of families, 3,967—family coverage: 
combined daily circulation, 55.3°/,; Sunday, 60.3%. If it's 
sales you want, put the Mid-South's greatest sales power 
behind your product in the 2!/, Billion Dollar Memphis 
Market! 


Two Dailies and The South’s Greatest Sunday Newspaper 


SCRIPPS.-HOWARD NEWSPAPERS 
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The Box Office Success: 
Should You Change Its Dress and Formula? 


UNGUENTINE 


wih DIANESTOL-The Miracle Poin Redterwr 


THE NEW PRODUCT ... got a send- 
off at point-of-purchase with attractive 
and humorous displays. Since the price 
of the new Unguentine is higher, the 
company gave prominence to the re- 
vised prices, found that as many 
people picked up the $1.25 tube as did 
the less expensive one. 


AND THE NEW PACKAGES... For 
people who don’t like tubes, Unguen- 
tine now comes in easy-to-open Jar. 
Norwich asked its designers for a tube 
and a jar that carried medical conno- 
tations. Here’s the result. 
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. . . Unguentine did. Last year, with sales holding up 


well, The Norwich Pharmacal Co. gave its old respected 
product an entirely new formula, re-packaged it and 
raised the price. It was a daring move. But it paid off. 


BY H. T. HILDEBRANDT © Vice-President, Sales 


The Norwich Pharmacal Co. 


On April 1, 1955, we took a long 
chance. 

We mailed a dozen tubes of our 
new improved Unguentine to every 
listed druggist in California, Oregon 
and Washington .. . with a bill. 

We were engaged in a test cam 
paign to learn what we could about 
trade and public reaction before we 
embarked on a national program to 
replace stocks of our old product with 
the new. 

The risk paid off. We had less than 
1% returns! 

In fact, the whole test operation 
worked out so successfully that we 
put the drive on a nation-wide basis 
late in 1955: Once again druggists 
received unordered tubes of Unguen 
tine, but this time we modified out 
covering letter to say that if the 
dealer objected to the shipment, we 
would gladly accept its return at our 
expense. Once again the return was 
less than 1%. 

But there was much more to the 
problem of introducing an improved 
product than “forcing” initial distri 
bution, 

Back in 1948 the handwriting on 
the wall first 
those of us concerned with Unguen 
tine sales. Unguentine was not losing 
sales—but then it wasn’t gaining any 
either. What was the reason for this 


became apparent to 


status quo position? 

Unguentine achieved its great 
popularity as a burn remedy. If the 
backs that Unguentine 
soothed could be counted, the total 
figure would run into the millions. 


sunburned 


But now out of the laboratories of 


drug and cosmetic manufacturers 
were marching scores of sunburn pre 
ventives. Blistered red shoulders were 
disappearing from the beach scene. 
The Unguentine bathing beauties 
that enhanced drug store displays now 


had to relinquish their thrones. 


We had to change our sights. Un 
guentine had to have broader appeal. 
We attempted to take a coldly im 
partial look at the whole Unguentine 
operation to determine what other 
considerations should be given to the 
product. 

We called in our scientists. We 
told them to draw up specifications 
for a brand-new Unguentine to make 
it the most desirable preparation on 
the market for an antiseptic first-aid 
dressing for general consumer use 

Then, from such specifications, we 
would seek out modern, proved in 
gredients to build such a formula. 
Our goal was a soothing preparation 
for cuts, scrapes, and bruises of all 
kinds as well as for burns. It had to 
relieve pain, fight infection and pro 
mote healing. One of our first con 
siderations was to make it so pleasant 
to use that children wouldn't balk 
when the Unguentine tube was 
whisked out after a fall. We were 
determined, too, to produce an oint 
ment of such high standards that it 
would medical 
without qualification. 

Norwich scientists had a big job 
to do. During the seven years of pains 
taking research, many formulas were 
created, tested and rejected. But each 
rejection brought us closer to our ob 
jective. Finally early in 1955 the new 
Unguentine with a new substance 
the “pain-killer’ Dianestol, met all 
the rigid tests and was ready to carry 
on in the tradition of the old. 

The time-honored name of Un 
guentine would remain, but we de 
cided to develop a new package—one 
with a clean antiseptic appearance 
that would do justice to the new 
formula, 


receive acceptance 


Now to plan its debut. Because 
we wanted to double-check our find 
ings and be sure that we had what 
the public wanted, we decided to test 
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our new product in the West Coast 
area. Our two sales merchan- 
disers from Norwich flew there to di- 
rect the initial meeting of the area’s 
representatives, A blueprint of 
laid which detailed 
the job to be done. On the agenda 


top 


sales 
action was out 
for immediate action was the mailing 
listed dozen 
tubes with a covering letter explain- 


to every store of one 


ing what we were doing and why. 
‘These tubes were billed to the dealers 
at the lowest list price, 

Immediately after the planning 
meeting four sales managers divided 
the test actually went out 


ATeCa and 


into the field with the men. There 
were two objectives: (1) to get each 
man started right and (2) to gain 
first-hand experience which would be 
valuable when the plan was expanded. 

‘The men in the field were to reach 
the grass-roots and seek out all the 
druggists to tell the story of the new 
Unguentine. ‘They were to check the 
arrival of the one dozen tubes, to 
inventory the dealer’s entire stock of 
old Unguentine, pick it up with the 
dealer's permission (leaving a _ re- 
ceipt for the pickup) and enter an 
order for the immediate shipment of 
a like amount of new merchandise. 


Where the convention season never ends... 


THE 


For complete information, address 


Charles L. Norvell, Director of Sales, 
The Greenbrier, White Sulphur Springs, 
West Virginia, or inquire of reservation 
offices at: New York, 17 East 45th Street, 
MU 2.4300, Boston, 73 Tremont Street, 
LA 3.4497; Chicago, 77 West Wash 
ington Street, RA 6-0625; Washington, 
D, Cy Investment Bldg., RE 7.2642. 


WHITE SULPHUR 
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Combining the finest, most modern ac- 


commodations for business meetings with 


unexcelled sport and recreational facilities, 
lhe Greenbrier offers an outstanding loca- 
tion for your next convention. The Green- 
brier’s newly completed, air-conditioned 
West Wing provides meeting rooms for 
and includes such 


groups up to 1000 


features as . a brand new auditorium 
with a 42 foot stage . the latest P. A. 
systems and projection equipment cnet 
theater with CinemaScope screen . . . and 
superb arrangements for banquets. Don’t 
overlook cither, the marvelous sports and 


recreational facilities, the courteous serv- 


ce, comfortable guest rooms and wonder- 
ful dining that have made The Greenbrier 
Informal 


world-renowned as America’s 


Business Capitol 


ree 


” Ce 
of 


SPRINGS - 


WEST VIRGINIA 


At i 


Our salesmen were supplied with ad- 
dressed mailing cartons into which 
they placed daily pickups of the old 
merchandise. ‘Then, every night, each 
salesman sealed this carton and 
dropped it off at the nearest express 
office. ‘This made the whole pickup 
and exchange easy for the druggist. 

Because we had sent the new Un- 
guentine to all listed retail druggists, 
we could proceed “full speed ahead’’ 
on the advertising campaign. ‘The 
message was directed to the nation’s 
mothers who administer first aid in 
the home. 

The West Coast proved a happy 
hunting ground for the new Unguen- 
tine. Results were so gratifying that 
at the end of 1955 the entire pro- 
cedure was repeated nationally. 


The Big Switch! Worth it? 


‘The entire switch, from old to 
new, involved a huge investment 
not only for the exchange operation, 
but for the outright loss of the large 
quantities of merchandise _ picked 
up from wholesalers and retailers. 

Was it worth it? The answer is 
an unequivocal “Yes.” The thorough- 
ness with which the change-over was 
executed assured us that only the new 
product would be available when 
Unguentine was requested over the 
counter. 

Only nine months have passed since 
we sent up our trial balloon nationally. 
Results are encouraging—particu- 
larly on the West Coast where we 
staged the introductory test. ‘There 
we have an Unguentine sales gain of 
25%. Since our original distribution 
was made in April 1955, enough time 
has elapsed to give us a good feel 
of the aftereffects. Right now, the na- 
tional picture shows something better 
than a 15% sales increase, so we are 
all hoping that the West Coast pat- 
tern is being paralleled. 

Over-all prospects look good and 
we are pressing our advantage with 
some fine display material. Important 
in the entire promotion picture is sus- 
tained advertising in 22 publications 
which reach the country’s home 
makers, and weekly commercials over 
the Arthur Godfrey television and 
radio programs. 

We have had some encouraging di- 
rect reaction from both 
and pharmacists—so much so, in fact, 
that our early optimism about our 
new product appears to have been 
well founded. I have seen post cards 
which were sent to us voluntarily 
from pharmacists saying: ‘“Congratu- 
lations on your new Unguentine. It’s 
so good to see our old favorite in a 
new dress. Why didn’t you do it 
before?” The End 


consumers 
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EXECUTIVE SHIFTS 
IN THE SALES WORLD 


Browne Vinters Co., Inc.... 
Irving S. Meisel to advertising and 
sales promotion manager. 


Calumet & Hecla, Inc... . 

H. A. Harty to manager, adver- 
tising and sales promotion, Wolverine 
Tube Division. 


Edwards Co., Inc... . 
Robert L. Kempton to general sales 
manager. 


Fancher Furniture Co. ... 
Eric Ruckelhaus to general man- 
ager. 


Fram Corp. ... 
Bruce FE. Miller to president, 
Masonware Co., a division. 


Gruen Watch Co.... 

Ralph FE. Barrett to advertising 
manager; Ralph M. Somerfield to 
sales promotion manager. 


Indiana Steel Products Co.... 
P. M. Wheeler to sales manager. 


Osborn Manufacturing Co.... 
Alfred J. Chandler to sales man- 
ager, Brush Division. 


Schenley Distillers Co... . 

Sidney G. Stricker, Jr., to presi- 
dent of new sales afhiiate, I. W. 
Harper-Ancient Age Distillers Co. 


United States Steel Corp. ... 

John Veckly to director, adver- 
tising. Robert J. Ritchey to manager, 
advertising and sales promotion, 
United States Steel Homes Division. 


Virginia Metal Products, Inc... . 


Nicholas C. Gianakos to v-p, sales. 


Hiram Walker Distributors Inc. . . . 
Jules Kanter to v-p and sales man- 
ager. 
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EENY, MEENEY, MINEY, MOE... WHERE DOES A 
SMART PLANT EQUIPMENT SALESMAN GO? 


Watch that ball! Which way will they run the play — off 
tackle, around end? Where will your next sale start? What 
men will get into the formation? Study the chart — it shows 
not how someone bought new materials handling equipment, 
byt how one company reached a solution to an actual mate- 
rials handling problem. There's a big difference! 


RE aS 
is +e a , 


Experienced salesmen know that you can’t be sure just where your 
sale will start... 


Or who, specifically, will get into the act... Or, in what sequence... 
What in the world can you be dead sure of? JUST THIS: 


Plant equipment, materials, supplies, services are bought by the 
PLANT OPERATING GROUP .. . 


The management men and engineers with operating responsibilities 
for production, plant engineering and maintenance, and direction 
of people. 


FACTORY is the only publication that concentrates its coverage 
and editorial on the PLANT OPERATING GROUP in all the manufac- 
turing industries. 


FACTORY 


MANAGEMENT AND MAINTENANCE 


A McGraw-Hill Publication (ABC-ABP) 
430 W. 42nd Street New York 4, N.Y 


Edited Exclusively For The Plant Operating Group 


102 advertiser-agency 
Steady reader preference 


~ 


NOTE: 


The cumulative result of 102 studies sponsored by building product manufacturers and advertising agencies 


over LOO.000 questionnaires and pe rsonal interviews over two decades 


who seeks to rate architectural magazines on the basi 


The steady preference of architects and engineers for 
Architectural Record reflects both unequaled quantity and 
quauly of editorial service, 

Not only does Architectural Record publish more editorial 
pages than any other architectural magazine, it ts the only 
magazine in its field that is edited specifically for architects 
and engineers 

This editorial concentration on the working interests of 
Architectural 


architects and engineers controls 


active 


Architectural Record 


93: 731 


comprising 


deserves the close attention of every advertiser 


of readership. 


Record’s choice of subject matter and method of presenta- 
tion down to the last picture and the last word. 

Add that Architectural Record continuously times and 
balances its editorial content with the aid of Dodge Reports 
of building planning activity to be of maximum value to 
architects and engineers in terms of the work on their boards, 
and you have the basic reasons why Architectural Record 
is consistently the first choice of architects and engineers 
who work with them. 


Sponsored studies show 
or Architectural Record 


Architectural Record 25°.2 


@eeeeeeeeees eee eeceeeeeeeeeeeeeeeneeee 


NOTE: 


Most significant to advertisers is the fact that since January 1955 Architectural Reeord has won 25 out of 27 studies 
sponsored by building product manufacturers and advertising agencies to find out for themselves the reading habits of archi- 


tects and engineers. Results of these studies are available on request. 


Advertisers too prefer Architectural Record 


Again in 1956, building product advertisers are placing more pages of advertising in Architectural Record—43% more 


than in the second-place magazine—68% more than in the third-place magazine. Here’s why: 


1 Steady preference of architects and engineers for Archi 3 Coverage of over 85% of the total dollar value of all architect 
* tectural Record. . — building, nonresidential and residential, small and 
arge—documented by Dodge Reports 


Largest architect and engineer circulation in the field. 
2. 4 Lowest cost per page per thousand architect and engineer 
* circulation 
5 Advertising leadership-—unbroken for ten year making 
* Architectural Record the largest and busiest magazine market 
F.W. DODGE place in building. 


Architectural Record *=:::« 


and engineer’? 
tL 119 West 40th Street, New York 18, N. Y. 
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Closing * Sale 


A 16mm. sound motion picture 
featuring BORDEN and BUSSE 


SEE: 


%& how sales champs weave a thread of 
closing all through the presentation 


%& methods topnotchers use to find the 
key issues for closing 


% how to translate product features into 
order-winning buyer benefits 


% how to rivet the customer's attention to 
the presentation 


% how winning salesmen ask for the order 


at closing time-——repeatedly, if necessary 


You can rent or buy a print of CLOS 
ING THE SALE 
film catalog, mailed on request. Write 


Details, plus our new 


to 


DARTNELL 


HEADQUARTERS 
FOR SALES 
TRAINING FILMS 


4660 Ravenswood . Chicago 40, lil. 


In the independent Northeastern 
Wisconsin Market goods and 
services move to 200,000 people 
through a single medium reaching 
over 39,000 homes every day! 


Full color available 
GREEN BAY 
. . . 1 ‘ r s oe bl . 
PRESS-GAZETTE 


GREEN BAY, WISCONSIN 


Phil A. MeClosky, Manager, General Advertising 
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Color: New Sales Tool for 
Hartford Rayon Salesmen 


“Color building,” 
McGrath, sales manager, 


says George R. 
Hartford 
Rayon Co., division of Bigelow-San 
ford Carpet Co., ‘ 
sion of our salesmen’s services. We 


‘is a logical exten- 
are the largest domestic producer of 
solution-dyed carpet rayon fiber, and 
because of the nature of our solution- 
dyeing process, our salesmen must sell 
not only fiber but color as well. 
“Our 


troduction of a full-range color pro 


recent development and in 


emphasized this 
dual sales approach. From a basic line 
of fiber in 11 colors, Hartford Rayon 
has made unlimited color 
available to carpet manufacturers and 
yarn spinners. ‘The full-range color 
program is a major break-through in 
carpet fiber 


gram has greatly 


almost 


technology and enables 
spinners and manufacturers to blend 
different 


colored fiber, in eight and 15 deniers, 


varying proportions of 
to produce entirely new hues. Though 
we have formulated exact fiber pro 
portions for 46 colors, an almost un 
limited number of variations are at 
tainable.”’ 

‘To illustrate the potentials inher- 
ent in this program and to help po 


tential customers visualize the final 
carpet obtained from blended yarns, 
Hartford’s salesmen carry two sets 
of light-weight sample kits. Each set 
is composed of four sample bags con- 
taining 13!4” x 13!4” carpet squares 
in 46 colors. One set is in a plush 
pile carpet, the other in loop pile. 
Identical sets of carpet samples 
have been made available to the com- 
pany’s customers: independent yarn 
spinners who buy fiber in staple form 
and then spin it into yarn for carpet 
manufacturers; integrated operations 
in which carpet manufacturers main- 
tain their own yarn spinning facilities. 
“The carpet samples,” McGrath 
points out, “effectively dramatize the 
transition from blended fiber to fin- 
ished carpet. In addition, they repre- 
sent a key to possible color variations 
from the 46 formulas developed by 
us. By illustrating the colors achieved 
from these specific blendings, the 
squares save spinners and manufac- 
turers much of the expense in cre- 
ating their own preliminary experi- 
mental blended yarns and carpets. A 
carpet manufacturer seeking a spe- 
cific color can approximate it by com 


THE LIGHT WEIGHT of the sample bags is largely attributable to the snap-open 
sample-handie, Weighing only 10 ounces, it is considerably lighter in weight 
than traditional carpet sample carrying devices. 
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parison with the carpet squares and 
then vary fiber proportions until he 
reaches his desired shade.” 

The carpet squares are bound by a 
light-weight, snap-open handle and 
are covered with canvas zippered bags 
which facilitate their display. Hart- 
ford Rayon salesmen, yarn spinners 
and carpet manufacturers have be- 
come “color builders” through the 
use of the samples. This helps them 
to visualize many of the countless 
color variations and original color ef- 
fects made possible by the new full- 
range color program. The 46 colors 
formulated to date are based on 11 
of the basic colors in the Hartford 
Rayon line. 

As a carpet fiber manufacturer, 
Hartford Rayon differs radically 


GEORGE R. McGRATH, sales man 
ager, carries a full set of 46 cut-pile 
carpet samples, made with Kolor- 
bon solution-dyed carpet rayon, in 
four light-weight sample bags for 
presentation to Joseph G. Robson, 
A. & M. Karagheusian fibers pur- 
chasing agent. The full line of both 
cut and loop pile is carried in eight 
sample bags custom-made by Fresk 
Canvas Products. 
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from others in the field in that its 
product, solution-dyed carpet rayon 
is already pigmented at the comple 
tion of the manufacturing process. In 
normal rayon manufacture the end 
product is a white fiber which must 
then be dyed. Hartford thus has the 
opportunity to sell fiber not only on 
the basis of competitive cost and serv 
ices but on the quality of its colors 
and the flexibility of its colors and 
the flexibility of its color program. 
“The sample kits,’ McGrath says, 
“represent a most effective sales tool 
and even in the few short weeks they 
have been in use, have demonstrated 
that they serve equally well as a style 
and design aid for the origination of 


new colors and color effects.” 
The End 


CANVAS SAMPLE BAGS are 
easily removed to allow full display 
of all or any one of 13!" x 13/7” 
carpet samples. Though 46 colors 
were formulated for the bags, an 
almost unlimited number of varia 
tions is possible because salesmen 
can illustrate by reference to the 
carpet squares. Samples are pre 
sented in “families” of four shades 
to a basic color. 


alesmans 
Pocket-File 


UP TO 300 
PROSPECT & 
CUSTOMER 

RECORDS 


ALWAYS WITH YOU! 


With a Fossler Pocket-File 
| you don’t have to rely on 
| memory... you always have 
at your fingertips everything 
you need to organize and 
make your calls... in ONE 
handy pocket-size binder 
There are no buried names 
... you never overlook a pros 
ect or customer. Helps you 
srief yourself BEFORE mak 
/ ing a call... make notes 
| AFTER calls... and follow 
up at the right time. So sim- 
ple to set up and organize to 
fit your own selling methods. 


Standard Fossler Forms 
No matter what you sell 
as whether you sell to . 
manufacturers, distribu | 
tors, jobbers or dealers che 5 


i one of the standard Fous 1, a 
ler Forme can help sim 7, 
plify your record keeping \ 
and save you time 


BB The Foeelor « J 


Write for FREE Samples 

of our various stock forms 
es .. the same forme that 
are being used by hun 
dreds of firma, large and 
small, to help their sales 
men keep track of their 
prospects and customers 


] G. O. FOSSLER 
J AND ASSOCIATES 


166 EAST ERIE ST., CHICAGO 11, 1LL. 
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Support the Ad Council Campaigns 


a 


_ 


| ee 
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Now, it’s official! Radio station WIND-—Chicago’s most listened-to, 
most-bought station-—-has joined Westinghouse Broadcasting Company, the nation’s 
largest independent station-owner. 

And, as WIND joins WBC, five great names in radio are added to the 
personalities who spark the bright new, all-local Music, News and Service formats 
on all WBC stations: Howard Miller, Milo Hamilton, Jack Quinlan, 
Gene Elston and Jay Trompeter. 

Now, WEC radio and TV deliver top audiences in seven of America’s 
great markets, all across the map. 

Now, more than ever, no selling campaign is complete without the WBC stations. 
For further information, call A. W. “Bink’”’ Dannenbaum, WBC VP-Sales, 
at MUrray Hill 7-0808, New York. 


WESTINGHOUSE BROADCASTING COMPANY, INC. 


RADIO BOSTON-SPRINGFIELD, WBZ +WBZA PITTSBURGH, KOKA CLEVELAND, kKyYw 
FORT WAYNE, WOWO CHICAGO, WIND PORTLAND, ORE., KEX 
TELEVISION BOSTON, WB8Z-TV PITTSBURGH, KDKA-TV CLEVELAND, KYW TV 


SAN FRANCISCO, KPIX 


WIND REPRESENTED BY A M RADIO SALES 
KPIK REPRESENTED BY THE KATZ AGENCY, Inc 
ALL OTHER WBC STATIONS REPRESENTED BY PETERS, GRIFFIN, WOODWARD, Inc 


Apex Regaining, 


Expanding 


Its Sales in Negro Market 


® First, reorganized management, new sales talent. 


@ Then a million dollars for an advertising campaign. 


® Plus specialized appeals for specialized prospects. 


BY STANLEY E. SMITH 


On Harlem Leno Avenue last 
November 10, a two-hour street pa 
rade marked the inauguration of the 
first $1 million advertising campaign 
ever undertaken by a Negro-owned 
and-operated company) 

Aided by a brass band, a beauty 
queen and a spectacular 65-foot 
poster board, the Apex: News & Hai 
Co., manufacturers of hair cosmetics 
exclusively lor the Negro market 
launched nto a bold new 
It illustrates \per new approach to 
the Negro Consumel an increa ngly 


mportant lactol 1 out 


venture 


n itional 


conorm 


Ihe rapid emergence ot the Negro 
in urban consumer has made hin 
1 major target ot advertisin men 
ind iles manage ist as he ha 
begun to be serio ly courted by the 
politicians. With a market potential 
f S16 billion, it easy to e why 
In view ot th and becaus very 
little \ ilid market ind uivertising 
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been carried out in this 
Apex 


importance than simply the 


research ha 
area, the campaign assumes 
preater 
story of a company attempting to re 
move itself from the brink of disaster 
and assume a high degree of solvency. 

four months ago the Apex com 
pany, still badly disorganized follow 
ing the death of its founder, was 
floundering in a market which is both 
highly competitive (at least 90 other 
companies are engaged in manufac 
turing Negro cosmetics of one type 
or another) and complex. Sales, at 
an all time low, were measured in 
terms of single units in most parts of 
the country. Advertising and sales 
promotion budgets were practically 
forgotten items. 

Then, a little over three months 
izo, Apex management was finally 
consolidated into a workable organi 
zation, and a few valuable additions 
were made to the staff. Joining Apex 


President Mrs. Sara Washington 


A HARLEM PARADE, complete 
with a beauty queen, launched 
Apex’s giant advertising campaign. 
Huge spectacular sign, shown here 
in replica, was unveiled. Two-hour 
parade was led by Apex president, 
Mrs. Sara Washington’ Hayes 
(left), Queen Dolores Smalis, and 
Betty Granger, WLIB radio per- 
sonality. 


Hayes and het 
Vice-President 
two dynamic and imaginative men, 


husband Executive 


Holton Hayes were 


Judas. 


Harry Lynn and Chester 
Lynn had operated a cotton mill in 
Laurel, Miss., for over 13 years, 
while Judas had retired as a v-p of 
Hollander Furs. The owner of a 
chain of dry cleaning establishments 
in New Jersey, Judas is probably best 
known for his promotion of the “Hol- 
landerizing” process. 

A former sales manager of Royal 
Crown, a leader in Negro cosmetics, 
was chosen to serve in the same ca- 
pacity with Apex. ‘To handle the com- 
plex task of directing the advertising 
for the million dollar campaign, 
Apex engaged the services of Philip 
I. Wilcox of the Abbott Kimball 
Co. Although Wilcox had had ex 
perience in selling such products as 
food and brandy to the Negro mar- 
ket, he found that a product used 
only by Negroes presented new and 
challenging problems. “I felt as if 
I was starting out all over again,” 
he says. 

Object of the new campaign is, of 
course, expansion—increasing facili 
ties and opening the major Negro 
markets to the existing Apex prod- 
ucts. Already, with the opening of a 
new factory in North Philadelphia, 
\pex has established itself as the 
largest manufacturer of Negro cos 
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captive...or captivated? 


You have a good movie with an impor- 
tant message. Make the most of it with 
the businesslike presentation that your 
audience deserves. 

Will your show start smoothly—in 
focus, at the first title frame? Will the 
pictures be clear and brilliant, even in 
a room light enough for note-taking? 
Will the sound be true and resonant, not 
garbled ...not drowned out by pro- 
jector noises? 

If you’re using a Kodascope Pageant 
16mm Sound Projector, you can answer 
YES to every question. 


With a Pageant, your audience watches 
the screen, not the projector . . . gets the 
full impact of your message .. . and de- 
parts with a good impression of you and 
your presentation. 

Here are four reasons why: |. The 
Pageant is easy to set up—film path is 
printed on projector, single switch for 
forward and reverse. 2. It delivers extra- 
bright pictures—exclusive Kodak Super- 
40 Shutter automatically puts 40°, more 
light on the screen at sound speeds than 
ordinary shutters. 3. Its sound is clear 


and natural—-Pageant has a complete 
sound system with baffled speaker, tone 
and volume controls, plus sound-track 
focusing lever. 

And...4. A portable Pageant gives 
you freedom from worry about main- 
tenance and breakdown, because it's 
lubricated for life! 

Let a Kodak Audio-Visual dealer 
demonstrate how a Pageant helps you 
captivate your audience——for business, 
church or school films, Or, write for de- 
tails. No obligation, either way 


Please send me complete information on the new Kodascope PAGEANT 16mm Sound Projectors, 
and tell me who can give me a demonstration. | understand | am under no obligation. 


NAME 


ORGANIZATION 


STREET. 
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| A Brief Look at the Negro Market 


(As characterized by Philip E. Wilcox, representing Apex for the 


Abbott Kimball Co.) 


Market potential: Approximately 10% of the U.S. population, repre- 


senting a dollar volume of $16 billion. 
Urban vs. rural: between 67% and 72% of U.S. Negroes now live in 


“Where people have more places to go and are seen by more people, 


4 
urban areas. The effect of urbanization on the sale of cosmetics: 
the use of cosmetics increases.” 


Incomes: The Negro is enjoying a better income and standard of 
living than ever before. In urban industries, he is paid the same as 


whites, lives as well, buys as much. 


Special marketing areas: Negro markets parallel white markets— 
larger cities. The Caribbean represents a dollar market of something 
less than Rhode Island, and presents foreign currency problems. No 
important differences between northern and southern Negroes, any 


more than there are in the white population in these areas. 
Advertising acceptance: Negroes appear to adopt a personal attitude 
toward it, like direct approach, Admire and enjoy promotions of the 


community type. 
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metics in the world. New areas of 
sales are now the primary aim, Later 
will come the promotion of new prod 
ucts, 

‘The campaign is described as a 
“roll-out” operation. More than one 
third of each sales dollar will be used 
to open new territory. “The amount 
of success in each area will determine 
the expenditures in succeeding areas. 
It is conceivable that one difficult 
market could snag the entire opera 
tion. But at the 90-day mark in New 
York City, after 
about $60,000, units of \pex (;lossa 
tina, Pressing QOlul 
Scalp Cream are moving at a much 


an expenditure of 
Pomade and 


increased rate | arly SUTFVeYys by the 


Abbott 
tem indicate that the campaign is well 
off the ground in the New York area. 
Philadelphia is next on the Apex 
schedule. 

By launching the campaign with 
a community activity such as a street 
parade, 
ciple Wilcox and the other planners 
firmly “The Negro is 


wonderfully parochial,”’ Wilcox says. 


Kimball physical audit sys 


Apex was practising a prin 
believe in 


“He is interested not so much in 
what is happening in another city as 
what is going on right in his own 
community.” In addition, Wilcox be 
lieves that the Negro has a more pet 
sonal attitude 
than whites. “He feels that each mes 
sage is aimed directly at him, whereas 


toward advertising 


whites feel that it is directed at some 
body else, and that they're overhear 
ing it.” 

The success which Hadacol (a 
product no longer on the market) 


Negro market, al 


enjoyed in the 
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though not aimed directly at it, ap- 
parently registered heavily with Wil- 
cox. ““Hadacol had banjo players on 
tailgates of trucks, 35 acts of vaude- 
ville, and its own radio stations going 
day and night,” he recalls. 

As the campaign rolls into other 
cities, more public ceremonies and 
community activities are planned, In 
North Philadelphia, for example, the 
new Apex factory will have a dedi- 
cation featuring the mayor of the 
city, a buffet, band, and exchanges 
of speeches and gifts. “Such devices 
are vivid displays of strength and 
power,’ Wilcox says, 
admire them very much.” 

Important though they are, these 


“and Negroes 


community affairs do not consume a 
major share of the advertising and 
sales promotion budget. The medium 
which receives by far the greatest al- 
location, from 75% to 80%, is radio. 
In the New York phase, two Negro 
radio stations, WLIB and WWRL, 
were saturated with 150 spots per 
week—a quantity — by 
Negro standards, according to Wil 
cox. As the campaign continues, other 
Negro stations which come from a 
working list of 122 across the nation 
will be used. 

Produced commercials, with music, 
cast and script also appear to be an 


“fantastic” 


innovation with this type of product. 
Here is another area where Apex 
planners have had to use care and 
good judgment, for the Negro is sen- 
about his hair, and certain 
terms referring to his problems are 
offensive to him. The term “hair 
straightener” is repugnant to him, for 


sitive 


instance, and the word “pressing,” in 


reference to straightening hair by 
means of heat, is also falling into 
disrepute. “Treatment” is now the 
preferred word. 

One of the advertising problems, 
therefore, was to find a slogan which 
would convey the idea of what the 
products could do for the Negro 
without touching on the motives be- 
hind it. ‘We chose ‘Naturally’,” says 
Wilcox, “because it symbolizes every- 
thing the Negro could hope for in 
his hair, and eliminates all the in- 
delicacies.” It comes as no surprise, 
then, that the first new product slated 
for production by Apex in 1957 will 
be called ‘‘ Naturalizer.” 

The remaining portion of the Apex 
advertising budget is allocated to 
Negro newspapers and magazines, 
and outdoor. 

‘The reason newspapers are not 
given a greater role by the Apex peo- 
ple is that, despite the existence of 
such powerful papers as the Pitts- 
burgh Courier, which has editions in 
New York, Atlanta and other cities, 
there is never in any area enough cir- 
culation to give market penetration. 


Must Be Colorful 


The same holds true for Negro 
magazines, such as Ebony and Jet. 
Wilcox feels, however, that if there is 
to be an extension of Negro market- 
ing, these magazines must be sup- 
ported. He stresses also that in any 
cosmetic line there must be a place 
where products can be shown visually, 
and in color. In following this line of 
thought, Apex scored a “first’’ for a 
Negro cosmetic company by running 
a four-page ad in Ebony. 

Packaging is currently no problem 
to the Apex company because a larger 
percentage of its sales is among back- 
ward or illiterate Negroes than 
among the “new” groups. To them a 
change in packaging would produce 
the feeling that the product itself had 
been changed. However, for new 
products, there may be some change 
from the conservative blue and white 
Apex design. Although expressing the 
belief that Negro taste in packaging 
is very much the same as that of 
whites, Wilcox nevertheless makes 
this statement: “If I were packaging 
for Negroes exclusively, I'd probably 
make less inhibited packages—go in 
for elegance in a completely unre- 
strained way. The Negro’s ability to 
appreciate without inhibition is one 
of the great joys of working with 
him,” 

A fact which may come as some- 
what of a surprise to many people 
is that the sales manager and the 
salesmen of Apex are not Negroes, 
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JACK W. MINOR, Vice-President in charge of Sales, 
Plymouth Div., Chrysler Corp. 


“WHY PLYMOUTHS 
SELL SO WELL IN LOUISVILLE” 


“Touisville’s remarkable growth and progress 
in the past decade is eloquent testimony to 
the vigor and vision of its business and civic 
leaders. I perceive a striking analogy between 
Louisville’s spirited get-up-and-go and Ply- 
mouth’s young, aggressive business philos- 
ophy. You might say both are characterized 
by ‘the Forward Look’ in their outlook.” 


Last year the Plymouth Division, Chrysler 
Corp., affirmed its confidence in the thriving 
Louisville market by investing over 26,000 
lines of advertising in both The Courier- 
Journal and Louisville Times . 
papers which invariably rank at or near the 
top in every quality survey of American 
Newspapers. 


- News- 


Leb LOUISVILLE for oll it worth / 


A Major American Market Where One Daily Newspaper Combination Reaches 99% of the People 


Che Conrier-Zournal - THE LOUISVILLE TIMES 


392,500 Daily Combination * 313,633 Sunday 


1957 


Represented Nationally by The Branham Company 


although they are selling a product 
manufactured exclusively for Negro 
consumption. ‘he explanation: The 
average drug dealing with 
Negroes, not only in New York but 
all over the United States, is op 
erated by a white man. In the South, 
therefore, it is 


store 


necessary to have 


white salesmen, although Apex rep 


resentatives have noticed a. slight 
change of attitude over the last 10 
years. In other sections of the coun 


try it appears that white druggists in 
Negro neighborhoods are delighted 
when another white man comes in to 


deal with them—something on which 
a salesman can capitalize. 

In addition to those reasons the fact 
remains that despite the recent prog- 
ress toward desegregation it is still 
easier for a white sales manager or 
sales rep to meet buyers from large 
chains and entertain them without 
embarrassment or discomfort. And 
finally, according to the Apex people, 
very few Negroes have been trained 
as efficient salesmen. 

Distribution of Apex products is 
handled through drug retailers and 
jobbers, variety stores such as Grant's 


WORCESTER’S Growth is 


still on the rise 


...-And TELEGRAM & GAZETTE 
Circulation is at an All Time High 


93.6% 


INTENSIVE COVERAGE 
WORCESTER COUNTY 

Daily — 158,551 
(Sunday — 105,474) 


Metropolitan Worcester County Market 
1956 vs 1946 
.. UP 23% 
Retail Sales . UP 98 % 
Bhs oben UP 75% 


Population 
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(580,200) 
($624,927,000) 
($927,233,000) 


The Worcester 


TELEGRAM ano GAZETTE 


WORCESTER, MASSACHUSETTS 


Howard M. Booth, Publisher 
MOLONEY, REGAN & SCHMITT, Inc. 


Notional Representatives 


STATION WAG AnD wraGl¥ 7) 


and Woolworth’s, and, in some cases, 
super markets. Other than local 
events and outdoor boards, no sales 
promotion “gimmicks” have been 
used. ‘We haven’t yet learned how 
to make some things work,’ Wilcox 
“such as drug store win- 
displays and other 


concedes, 
dows, counter 
point-of-purchase devices.’ 
Apparently other things are work- 
ing for Apex, though. Spot checks at 
the Apex ‘sounding posts’”’ show that 
the products are on the move again. 
The End 


Spot Checking 
Apex Retail Sales 


After 90 days, Apex knew 
that its campaign was off the 
ground and flying — not by a 
count of sales to jobbers, which 
may mean nothing, but by a 
sampling of actual retail sales. 
This was done, and is continu- 
ing at all stages of the cam- 
paign, by employing Abbott 
Kimball’s simple but effective 
“physical audit” method. 


“In marketing,” says Philip 
E. Wilcox, AK’s rep for Apex, 
“you have to be the first to 
know whether anything is hap- 
pening. You have to measure 
things even when they’re just 
beginning. Rather than getting 
up a statistic, which may take 
weeks, we pick out a number 
of stores that from our experi- 
ence in this market suggest to 
us a fairly typical reaction. We 
make a trip to these stores, 
arrange the stock we're working 
on, and make some marks with 
nail polish. We may put a spot 
on a box indicating, for ex- 
ample, the two-dozen piece 
break. We make sure the dealer 
sells from the top. 


“We can call these dealers at 
our listening posts at any time 
and ask them to count back to 
the spot of nail polish. If the 
answer is “20,” we know that 
four units have been sold. It 
isn’t necessary for the dealer 
to make a complete inventory, 
and we have the information 
we need. Sometimes we can 
save two or three weeks this 
way—and those two or three 
weeks can be of great impor- 
tance.” 
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SHERATON RECHECKS EVERY DETAIL TO MAKE 
SURE YOUR CONVENTION RUNS LIKE CLOCKWORK 


Every Sheraton Hotel from the Sheraton Plaza in Boston to the Sheraton- 
Palace in San Francisco stands ready to give you reliable out-of-the- 
ordinary convention help. A Sheraton representative will sit down with 


you and discuss your convention plans. You'll find him realistic about 


budgets — anxious to give you the best show for your money. The Sheraton 
Hotel you select will make out its own check list of things to be done before 
your convention starts, double check it with you — and you can be sure 
the Sheraton staff will follow through on every detail. When the big day 
arrives — you'll find everything is ready for you... rooms efficiently 
allocated; equipment ready and waiting; meetings, meals and entertain- 
ment planned to the last detail. It will all add up to the best-run convention 


your group ever enjoyed. 


NATIONAL CONVENTION OFFICE—SHERATON-PARK HOTEL, WASHINGTON, D.C. 


@) S Hi E R AT oO N the proudest name in H Oo T E L Ss 


Executive and Sales Office —- 470 Atlantic Avenue, Boston 10, Mass. 


EASTERN DIV. PITTSBURGH ALBANY DETROIT AKRON PASADENA 

Pean-Sheraior Sherat Ten Eyck Sheraton-Cadillac Sheraton Hote Huntington-Sheraton 
NEW YORK formerly Wm. Penr ROCHESTER CINCINNAT INDIANAPOUS 

irk Sherot ct rears are > Git : 4 CANADIAN Div. 

AiTIA shera . »heraton-Gibsor herat tr 
Sheraton-Astor te = BUFFA P ‘ MONTREAL 

Sheraton-Belvedere SUFFALO sT. LOU! FRENCH LICK. Ind ’ 
Sheraton-McAlpir , P ‘ r aon, ilies heraton-Mt. ® 

Shera e Sherat jeflers Fre } k-Sherotor 4 7o 

Sheraton-Russe PHILADELPHIA SYRA f he Lourentier 

/ J OMAHA and other Midwest cities 

ton Hotel Sherat eWitt Mote , >LOPONTK 

BOSTON Opens 1957 : heraton.f tenelle j 
Sheraton Plaz pS eechintntiting btwacnee LOUISVILLE PACIFIC Div. King Edward Sherator 
? we on PRC NC , { Ali¢ 

ROVIDENCE MIDWESTERN Div. Sheraton. Seelbact SAN FRANCISCO NAGARA FALLS, Ont 
WASHINGTON jheraton-Biltmore CHICAGO DALLAS Sheraton-Palace Sherat Brock 
Sheraton-Carltor SPRINGFIELD, Mass Sheraton-Blackstone Sheraton Hotel OS ANGELES HAMILTON, Ont 
Sheraton-Park Sheraton-Kimball Sheraton Hotel Opens 1959 Sheraton-Town House Roy 11 Con rught 
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RECORDINGS are the key to Keystone Broadcasting’s news lead-ins and sound effects for local use. Here, Edwin 
business. it furnishes its hundreds of affiliates, without R. Peterson (seated), v-p, Midwest sales, and Sidney J. 
cost, a sustaining service including transcriptions, live Wolf, president, play back new recordings before sending 
copy, transcribed announcements, singing commercials, them out to the local stations. 


Keystone, Radio's Little Giant, 
Sells and Serves Rural America 


The nation's ‘fifth’ network has 915 affiliated stations— — Business: Roughly 200% better than 


in 1950. Obviously somebody saw an 


more than the top two combined. Its markets are small —unexploited opportunity in the small 

nas town and rural markets and reasoned 
towns and farm communities, but bought by the package that if these markets were strung to 
gether, there’d be a salable package 
to advertisers. ‘The major “some 
body” was Sidney J. Wolf, an at 
torney, who with several associates 


An interview with SIDNEY J. WOLF ° President started Keystone in 1940. 


‘ “Until we organized Keystone,” 
Keystone Broadcasting System, Inc. he says, ‘‘nobody paid any attention to 


small markets. ‘Not worth a damn,’ 

they thought. There was sales po 

Fever hear of Station KDON, De afhliates signed by Keystone Broad tential, but advertisers wouldn’t buy 
Queen, Ark.? Or WNKY in Neon casting System, bringing the total to because of high expense and uncer 
Ky.? Maybe KTU] Tooele City more than 915 at year end, more than tainties about whether these small sta- 


they are of value to dozens of national advertisers. 


Utah? twice the number of afhliated sta tions would use their recorded pro 
[hese stations are among 10 new tions of NBC and CBS combined. grams. [hese stations had never han 


SALES MANAGEMENT 


; Wand owrenm’ yoo sod" ol sale ator? FINANCING A 4 
NEW PATTERNS | 
IN RETAILING ale | 
i | LENDING SHOULD Be | 

YOUR BUSINESS | 


*| FORMULA FOR RURAL 
1 MATERIAL SALES 


P/U, TV" IS A NATURAL FoR 


2 


\\ 
cB MATERIAL DEALERS 


HERE’S HOW BSN ADVERTISERS 
KEEP CLOSE TO THEIR CUSTOMERS! 


Famed for its expert, exhaustive dis- 
cussion of dealer problems, BUILDING 
SUPPLY NEWS has earned the implicit 
faith and following of its readers. Your 
advertising not only gets read in BSN, 
but your message is believed because 
it appears in the magazine for which 
lumber and building material dealers express the greatest 


respect. 


BUILDING SUPPLY NEWS advertisers get close to their 
dealer customers and prospects . . . because BSN is close 
to its readers. Since BSN is first with dealers it is also first 
with advertisers ... and by a big margin on both counts. 

If you are looking for the most dealer outlets . . . the 
greatest dealer buying power . . . the place to advertise 
is in BSN. 


BUILDING SUPPLY NEWS 


© justrial Publications, Inc., Also Publishers of Practical Builder and other lead y building ir Justry publications 
5 South Wabash Avenue « Chicago 3, Illinois 
Always the First Dealer Merchandising Publication 


i] ; , | 
if NATIONAL 


how and had not w 


bilit 


pon 
Ke tore organize! found the 
could ell uwivertise time to the ta 
on © half the price ol what it 
would have cost those advertisers to 
b that time direct from the station 
I he ponsor bill to Keystone covered 
the whole tr insaction. and Ke fone 


i imed the entire re pon ibility No 
“ivertising agen could do th | 
rect Wolf explain Ippose in 
ven wanted YOO station t would 
have to write 900 letter end out GOO 
bill We handle the whol thing 
Now all the agency gives is one ordet 
We ask our afhliates for time avail 
bilitue vhich we end to the 
wen 

Ke tore ninimun pack ie {) 

hon but the net will give test 
on 10 stations for an ponsor before 
he ivns tor the '} 

Although it 9] tations are not 
onnected to each other by telephone 
wires, Keystone operates like a wired 
network, with each station receiving 
i transcribed ustaining ervice It 
pro de transcription lor faining 
ind commercial programs to it ta 
tion ind | ( cop to he re id b 
the local Mnounceyr Phi feature 
eliminate line charges and is the eco 
nomy4 basi to which low rate 


ire inchores 


Kev tone pa comm 


ion. Lhe agen pa Keystone a flat 
SO per minute, but each station 
rets a different price. Keystone ha 
he contract with the tation, but the 
never et | 
Selections Unlimited 
Ke tone aer ( t ncornse bron 
elling wlio time itional Ive 
tise! I he ulvertiser and hi ive 
ing ayer elect the station that 
will fit into the individual sale pat 
fern | rie elected can 1 in from 12 


econad pot to an hour progran or 
nore the election tro () to the 
entire YO] tation network. Keystone 


end if fation rorms to fill out 


howing what precedes ind what fol 


low the selected time 1 he time 
buyer at the agency circles the time 
he want and i Wolf sa Q9O9 
times out of 1000 he gets what he 
wants He then sends the confirma 
tion to the station 

Next step Wolf iVs is for the 
tation to run the program or pro 
rrams, and at the end of the month 
t fills out a form to show that the 


really ran. Our sales 


program 


we road al o che k on 


ALL 


their 


OVER THE MAP are radio stations affiliated with Keystone and getting 
national advertising transcriptions from the network. President Sidney J. 


Wolf estimates that the 915 stations cover three million square miles embracing 


a population of 14 million. 


Vl ost of these SUU-to-5 JUOU-watters 
had never before seen a form of broad 


Now 


permission to copy tor 


them 


their 


cast assurance, many of 
isk lo! 
own use with local sponsors. ‘The sta 
tion doesn’t get paid until it fills out 
the form properly, 

large stations say 
that Keystone is far ahead of the big 
Wolf 
simplification of everything. Another 
Oth 


Some of out 


networks,” avers, “with the 


thing, we pay the stations on the 
while in 


take up to SIX 


of each month some Cases 


advertising agencies 
months to pay. 

non-1V areas 
with radio. ‘Lhe advertising manage 
manufacturer told Wolf: 
Your market represents the differ 
ence between profit and loss for us!” 
different from the 


Keystone covers all 


or one big 


I his is somewhat 


early days when prospective adver 
tisers told Wolf: “We are not in 
terested in those peanut whistle sta 


ons 
National advertisers on Keystone 
network during 1956 
were a veritable “Who's Who’ of 
\merican industry. Among them: 
Brown & Williamson ‘Tobacco Co. 
Kools and Viceroys); Carnation 
Co.; Chrysler Corp. (Plymouth) ; 
Colgate-Palmolive Co. (Brisk, Fab 
ind Vel) Ford Motor Co. Lin 
oln-Mercury, Ford cars and trucks 

CGjseneral Foods Corp.; General Mills 


transcription 


In (seven products Kellogg Co 
nine cereals ~ Levet Bros. (tour 
products ) Liggett & Myers ‘To 


bacco Co. (Chesterfield, L&M): Na 
tional Biscuit Co.; Procter & Gam 
ble Norwich Pharmacal; Rexall 
R | Tobacco Co 


Reynolds 


(Camels, Cavalier and Winston). 

Kirst account ever sold was Miles 
Laboratory for Alka-Seltzer, in 1941. 

Because of the local personal con 
tact, and in many cases the intimate 
friendship of station personnel with 
tradespeople, merchandising plans and 
promotions channeled from Key- 
stone’s central office in Chicago re- 
ceive personal attention from local 
merchants. 

Let’s take a closer look at the peo- 
ple and the market Keystone pio 
neered : 

‘| hese hundreds of “Main Streets 

U.S.A.” comprise better than 51% 
country’s total 
ink identally, 
confined to any geographical area, nor 
to one occupational group or level. 


‘They belong to the group which lives 


of the population. 


lhese people, are not 


beyond the metropolitan areas of the 
markets. More spe 


most of them live in towns 


nations major 
cit ally, 
under 50,000 population, with the ma 
jority concentrated in places under 
Ss OOO, 
Many 
that this is the “back home” 
(American lives they 


It was a good 


Wolf 


this part 


advertisers have told 
of thei remem 
ber with nostalgia. 
place to live and grow up, and #ill 
is. People have time to stop and chat 
with the editor of the local paper, the 
high school principal, the banker, the 
or the radio 


service Station operator 


station manager. 
Traffic jams may be bigger on Sat 
day night, but the i 
smaller. About three out of five fami 
Keystone’s market their 
own homes and the things that go 


The has 


mortgage 1s 


lies in own 


nto them. grocery store 


SALES MANAGEMENT 


“BOOK YOUR | 
SALESMEN FOR TOP 
PROFIT TRAVE Le ove nem 


e the jump on competition 
e more Calls on top prospects 


e extra sales through extra 
selling time 


"The vital sales information in Dun & Bradstreet State Sales Guides has helped 
thousands of good salesmen turn into star performers 

The Guides are lightweight, easy-to-carry volumes, which name merchandise 
buying businesses in every city and town in a particular state, with ratings indicating 
capital strength and credit standing 

Each business is classified by line of business through a simple code number 
system, which makes it a cinch to go through the Sales Guides for prospects in any 
given line or lines. 

Issued each January and July, the facts in State Sales Guides let your salesmen 
plan ahead to 


1 Overlook no worthwhile call. The Sales Guides cover all parts of a 
state, suburbs and outlying sections as well as central business districts 


Piet eee eens adie cae a | 2 Concentrate time on known purchasing power. Dun & Bradstreet informa 
35 "MA aero Act feu” aa te a ) tion will enable your men to pack in the most calls on best prospects 
| 50 ZJ area) oY Co® s Petrodt Ex $ 3 
55 41 Callahan's Service Station +1) . . . pee ve > « A« ‘ ‘ ] 
| 431i Cedar Street Transit Co® Buses mal \ Eliminate wasteful backtracking, aimless movements. A salesman will 
Fe 78 Corus! Armature: Service Hi, | know where to go first, what to leave ‘til later—and he can map out a 
cece lta that ee top-profit route accordingly 
eed > 6°) 


Dun & BRADSTREET, INC. 


99 Church Street, New York 8, New York 


DUN & BRADSTREET, INC. 
99 Church Street, New York 8, New York 


Don’t face a competitive selling Please send me full details (including prices) about 
market without these your pocket-sized State Sales Guides for road salesmen 
fact-packed State Guides. Fill 


in the coupon and mail today. NAMI 


COMPANY 


STREET & NO 


CITY ZONI STATI 
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“‘lop Salesmen 


Use Flowers-By-Wire 


ELMER G. LETERMAN, Author of “Personal Power 
through Creative Selling,” tells why he’s sold on 
sending Flowers-By-Wire 


As America’s top group insurance salesman, | have found that a Litth 
thoughttulne often works better than a high powere ds sales pte h 
Because flowers are appreciated and understood by everyone the world 
over, they are the perfect business gilt. That's whiy ALGRAP, 
| frequently use the services of F.T.D. and Inrer 


rLoRnA. Through them, | wire flowers to busines 
friends anywhere in the world and know they 


will be ippreciitive ly received and remembered 
Send Flowers 
Worldwide 


Its so easy to Wire Flowers 


WORLD-WIDE SERVICE! 


o* > 
* Guaranteed by ~ 
Good Housekeeping 


Piorists’ Belegraph Delivery A 


~ wa? 
49 soveaveats 


GUARANTEED DELIVERY! 


emerged as a modern super market 
where the rural housewife may buy 
the same brands as her city counter 
part; the local pharmacy has grown 
into a small department store. 

Changes in the landscape: new 
schools, new residential areas with 
ranch-style homes, parking meters on 
Nain Street and, above all, the tower 
of the local radio station. 

Ihe size of these communities of 
fers the clue to the economy of the 
Keystone network. Obviously, you 
don't need a 50,000-watter in a town 
of 25,000 people. Station power, even 
at the 250-watt level, is adequate to 
cover the market these stations serve. 
It provides a clear-consistent, easy-to- 
hear signal day or night. ‘There is no 
worry about ‘“‘comparative’ signal 
strength, because the Keystone station 
is the only radio voice in more than 
650 of these communities. 

Ihe Keystone plan is to deliver au- 
diences rather than sell time periods, 
and Wolf claims that is “such a sim- 
ple goal to achieve. We inform the 
stations of the type of audience the 
advertiser is trying to reach; stations 
report their best availabilities; the 
agency makes the final choice. ‘The 
advertiser can have his commercials 
delivered during a morning wake-up 
show on some Stations, on news re 
ports on still others. 

KBS boasts of its “flexibility of 
coverage,” too. ‘This is easy to achieve 
because there are no “basic’’ Keystone 
stations, no ““groups,”’ no requirements 
that the advertiser feed his program 
to network stations he doesn’t use. 

Wolf cites an example: 

A toilet goods advertiser purchased 
a KBS network of 177 stations for 
five one-minute announcements per 
week for 52 weeks totaling $97,- 
562.40. The identical schedule on 
the same stations purchased on a Spot 
basis would have cost him $158,308.80 

30.4%, or $60,746.40 more. 

Keystone’s volume has_ increased 
every year for the past six years. It 
can tell advertisers that it: 

. covers 51% of all the radio 
homes in the U.S. 

. . « covers 2,533 counties, or 82% 
of all the counties in the U. S. 

has, in 692 towns, the only 
radio station serving the community. 

has markets which account for 
540% of all drug sales transacted. 

has markets which account for 
$8°, of all food sales transacted there. 

aking the radio industry as a 
whole, Wolf is certain that ‘network 
spot and local radio will show an in 
crease of 50% in sales within the 
next five years. I feel this estimate is 
not overoptimistic, inasmuch as KBS 
expects to show better than a 25% 
increase itself next year.” The End 


SALES MANAGEMENT 


Why use a $1429 crate 
where a $229 skid will do? Ship United! 


sy taking full advantage of United Air Freight 


economics, YOu Sdve on shipping ( har 4 


Skid and a crate for this 300-Ib 


motor would cost $14.25 Shipp d by 
York to 


expe lite d 
Shipping 


For « xample 
electric 
urtace 
San Francisco, total cost i 
1 to 6 days 


Carriet from New 
$53.49 
time 
By United Air 
skid only 


ment is $82.30. Shipping tin 


Freight, the urn 
( $2.50 Potal cost of 
24 to 36 how 


motor re 
quires hip 
And con ider these advantade 1 a Nain 
flights and 30.000-Ib capacity DC-6A 


Cargoliners coast to coast, Reserved Air Freight 


line I 


(guarantees the space you need on the flight 
you want single simplified airbill, othe: 
United “first 
Door-to-door service 
— a =| 
Fr ¢ e f Fre 
write ( f l 
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Examples of United's low Air Freight rates 


per 100 pounds* 
CHICAGO to CLEVELAND $4.78 
NEW YORK to DETROIT $5.90 
DENVER to OMAHA $6.42 
SEATTLE to LOS ANGELES . $9.80 
PHILADELPHIA to PORTLAND . . $24.15 
SAN FRANCISCO to BOSTON . . $27.00 
These © the te ' any wditie They are lower for 

} w 

ange, and do not le the 3 federal tax on domesti hipene 


a 


— 


i! SHIP FAST...SHIP SURE...SHIP UNITED 


How to Make 


File Changeovers 


Less Painful aay srmarts N 


PRESIDENT 


Traditional filing systems usually waste 
time, effort and storage space. The solu- 
tion: get a better system. Here's one that 


you can put into effect today. 


It lean-out-the-hles time in ofhces 3. Set up a retention schedule 
throughout the land, Brows are tus specitying the periods for which pa 
rowed and tempers are short as bosses pers must be kept, both in the depart 
ecretaries and file clerks wrestle with ment and, subsequently, in archives 
Januar perennial problem What or storage. (Note: See separate tables 
hall we keep? What shall we throw of typical retention schedules for 
ut? various kinds of companies. ) 

| here reason tor tl concern 

kor a h person nm a bu itl ol Sort-As-You-Go Filing System 
nization, from president to janitor You can see at a glance which 
there in “ ie z one file drawer files are to be kept and which dis 
j dl nual with 5 600) p ) 
hiled annua ld hal pieces OF carded, if you follow this plan: 

) ! t would tak ; day te 
| 5, | } tke os . : ; lhe position of the index tab on 
! thre U ‘ f yO) prec 

~ i d pn a ‘ . po the file foldes whether at left, cen 
ot ) ) TT 1 decist ‘ 

paper ana mane a ‘ my n ter or right—indicates whether con 
vhether to retain it, throw tf away tents are: 

oO ud it t t re ma i ? 
Whee o storage. In many in 1. Record files. ‘Io be kept for 
tances the job postponed, and be 
' longer period, perhaps permanently. 
“e Herta sh a — " Included are executed contracts, ofh 
more ca t do ris 
‘ The . . “4 oy cial correspondence, personnel files. 
I \“ tol t } ‘ r 
ee angi ae 2. Build-up material. \Vorking 
one cle iv ft I I if ctil 

: wees = Seen in ' papers relating to company transat 
ill pa rile He ( ire the tep re“ 

| tions, such as contract negotiations, 
ommended enniende Leahy he ud preliminary dratts of contracts, mem 
( | } 1 C ompar n authorits ate , mer’ 
w Leahy and ' , odie , oranda, estimates. ‘To be kept for 
on handling paperwork limited periods of time, as circum 

| ( le in out the file dl iring the ‘ . 

stances warrant. 
uimimer when there | usua ly le , 


work pressure than at the end or be 


3. Informational material. Cu: 
rent material, usually of temporary 
value, and of interest only to the per 
son who collects, or a small number 
of persons. \Iemoranda, duplic ate 
correspondence, unofficial price esti 
mates, bulletins, technical data. 

At break-off time, June 30° or 
vear’s end, a secretary or file clerk 
can glance at the file drawer and see 
that the folders with important record 
material, bearing index tabs at the 
left, are to be retained. ‘The mate 
rial in folders with center index tabs 
will be thrown away or reserved 
awhile, depending on such factors as 
obsolescence or replacement by more 
recent material. Most of the material 
in folders with index tabs at the right 
will be discarded, though some, still 
ot current interest, might be held 
awhile. 

Generally speaking, 200% to 25% 
of a file drawer’s contents falls into 
the records-to-be-kept class. Here is 
a breakdown, by class, in five repre 
sentative offices: 


ginning of the calendar year. 
’, Kstablish a pattern (or code) 


" 
through positioning of index favs on 


Type of Company 1. Records File 2. Build-Up 3. Informational 


20%, 35% 45% 
22%, 34%, %, 
20%, 33% 47% 
22%, 37% 41%, 
14%, 30%, 56% 


+ 


folder to indicate at a olan cw he the I National trade association 

papers are in the reference, or the Investment banking house 
oniiie papers (or build-up) cate Chemical manufacturer 

gory: or are of more lasting \ slue a Investment research (Banking) 

oficial records. (Note: See following Advertising agency 

ection for description of thi ort 

iS-VOUu-vo method ) = 

90 


SALES MANAGEMENT 


Set Up a Retention Schedule 


4 TYPICAL FILE, indexed to reduce itself up Every company should set up its own retention schedule 


to 80% annually, has all material in three specifying periods for holding various types of paper, both 


classifications. Folders with tabs at left would in office and in storage. In many instances length of pe 


contain material for permanent record (about riod is governed by local, state and federal regulations 


vbw c 

20%). Folders with tabs in center (about 30%) Here are representative samples of departmental sched 
would be held awhile, or thrown out, as cir 
cumstances dictate. Other folders (such as Samples were chosen because they are more or less typical 
memos) would be discarded at regular in of problems facing readers of SALES \VIANAGEMEN’ 


tervals (about 50%). They 


ules established by Leahy and Company for specific clients 


are not intended to be followed literally by othe: 


companies, 


SALES DEPARTMENT. MANUFACTURER OF 
BUSINESS MACHINES 


. sas tion Period 
The Man With the Filing Facts Type of Paper . Bige-ie il tel Goalie 
ear Uniess Otherwise Specitie 
Emmett J. Leahy, who supplied the information | Y a P 
for the accompanying article, is head of Leahy An office In storage 
and Company, New York management consultants, \cknowledgments of Sales 
and of Leahy Business Archives, records storage Orders 2 
service used by some 200 large and small firms. \dvertising Budget & 
? ) 
Leahy is a specialist in the fast-growing Paper Bills . 
work and Records Management field, whose mem Blueprints (customer ) Current year 
bers are being called upon increasingly to rescue Contracts (customer ) * Completion of 
the business community from the sea of paperwork contract 
in which it is floundering. These specialists have plus 1 year 
their own professional jargon. (File, for example, Contract (rovaltv & li ‘Termination 
has become almost a dirty word; the term now cense ) * plus 1 year 
used is Records.) ’ 
Pics <b cece sof Correspondence Com 
Here are samples of appalling statistics tossed plaints 2 
off by Leahy to awaken us to the threat of our Correspond C 
0 Csponacnice 
Frankenstein Monster, business paper: 
tomer Sales l | 
1. It costs an average of $145 a year to main Customer credit rating* Current veat 
tain a 4-drawer file. ' 
—- = | mploye History Folders lermination 
2. Office workers grind out more than 175 billion Export Orders (Retention 
pieces of paper annually. period governed by stat 
3. Salaries of office workers amount to $35 billion, ute of limitations for state 
or 1/9 of the total annual income. wherein record was exe Completion 
uted ) plus 1 year 
4. Thirty years ago there was one office worker 
Inventories Current 


for every 4 in a factory. Now there are 2 for every 


4 factory workers, 1 for every farmer, 1'% clerks plus 1 year 


for every salesman Invoices Sale No, 2 
Copy »* Oo mo 
The remedy, as Leahy sees it, is 
: . ’ | 
Literature Product Ad 
1. Cut down paperwork at the source vertising (1 copy) ) Permanent 
2. Systematize record-keeping (filing procedures) Market Research Reports Current year 
3. Establish a Records Center for infrequently Price Lists (1 copy. Nec ‘ 
used but necessary papers, or engage the facilities essary because of federal 
of an outside organization, such as Leahy’s records administrative regulation ; Permanent 
storage service Price Quotation 2 4 
Before establishing his own business, Leahy di Product Development Re 
rected the Records Management program of the ports j : 
Navy. This program was credited with savings of Product ‘Technical Data 3 Permanent 
$21 million. Later (1948-1949) he was chairman of Salesmen’s Daily Reports 1 
the Hoover Commission's Task Force on Records Sales Summaries Annual Current 
Management and (1954-1955) chairman of the Task plus 2 year Permanent 
Force on Paperwork Management Sales Summaries 
Users of the organization’s storage service in Monthly 
ciude Eastern Air Lines, Inc.; Pan American World Shipping Report 6 mo 
Airways; Kuhn, Loeb & Co.; The First Boston Corp.; Specifications—Customer Current at 
Bankers Trust Co.; New York Stock Exchange; J. C 
pecifications Dept. of 
Walter Thompson Co.; General Foods Corp.; Ameri Defense ( f 
nse urrent Car ) 
can Hawaiian Steamship Co.; Employees Mutual [ 
Liability Co.; Scott Paper Co.; Street & Smith a rep sa Current 
Publications, Inc.; Florida Power & Light Co pense plus | year 


Prin ipal cop held in another department uch as Legal 


(continued on page 92} 
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lrade Record Con 

petitive compan 4 , | 
de Record (Own 
npan é 


DOMESTIC SALES DEPT. PHARMACEUTICALS 


Retention Period 
(By Year Unless Otherwise Specified) 


In office In storage 


Type of Paper 


Correspondence Con 


ons & Veetings 


en 


Correspondence Viarket Current 
Research pl | year 
iles & lLarning tate 
lesmen \nal he 
port } 
le Ira ig File While act 
il f Route | : ) 
ile lig | er () 
ers® | mo 
restio bile (current 
plus | ye 
I rau \laterial Re Until 
onal Sales per eded 
EXECUTIVE DEPARTMENT. OIL COMPANY 
Annual Rep - 
Opie Permanent 
\rticles of | { 
Amendments? ermanent Permanent 
Audit Report Indepet 


ent? 5 Permanent 
Boar 1 of Lire tor 
Certified List of tock 


Permanent 


Permanent 


Legal 


holde: ) 


Principa of held in another department ha 


Correspondence (jen 
eral 3 
Employe 1 


valuations J ermination 


plus 1 year 5 
(seneral Orders ( Master 
File) Permanent 
Minutes Book Board of 
Directors? Permanent 
Minutes Book boxe 
tive Committee Permanent 
Oil Reservoir Analysis 
Reports* 3 
Operating Agreements Completion 
plus 6 year 
Proxies—Stockholders 2 l 
Research Projects 2 Permanent 


tIn accordance with Code of Federal Regulations. 
* Prin ipal copy held in another department such as Legal 
ADVERTISING DEPT. MANUFACTURER OF 
OFFICE MACHINES 
Retention Period 
(By Year Unless Otherwise Specified) 


Type of Paper 


In office In storage 
Ad Reprint 5 copies 3 Permanent 
\dvertising Cop Current 
plus 2 ye Permanent 
\rtwork 3 - 
Billings Agency” 2 
Contest Material 2 5 
Correspondence Current 
Advertising Managet plus ’ vears 
l’stimates 8} 
Literature Reference 
Viaterial ) 
Market Data, Surveys 5 5 
Polls 3 Z 


n another department, 


Master copy kept 


aa as aaa eS 7 
INDUSTRIAL SALES AND INVENTORY TRENDS 
1939-1955 


> 


; } ; ; ; } ; ; ; ; ; 
| 


Manulacturing Inventories 


; ; ; ; } 


pt « 


gennsniteere 


Manvtacturing Sales 


{ 


~ 


= | 


Manufacturing Sales Adjusted 
for Price Change 15 


sons of Dollors per Month Secsonclly Adjusted 
=< 


oat ns aad wane io dhl STP T TLL chibi 
' + ial 
, atl hee nas cone | . 
. | thenedasedeen de i | 
@ 
t ' } } } 
Copyright 1955 Sales Management, in 
| 
ou etbectdictenstiinenls | | mS | | 
Ww ia 4i ‘4 43 44 45 46 4 48 649 0 }) FM AMIUOI A >NODO)JIFMAAMIUIAA N [ IFA 2 A N DO 
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INDUSTRIAL SHIPMENTS continued to break new 


records in December, rising to an all time dollar volume 


peak of $28.9 billion, as auto manufacturers began to share 


in the final quarter industrial boom, December auto de 
liveries however, were still well below the output levels 


of the preceding year 


SALES MANAGEMENT 


How many newspapers 
in DETROIT? 


There are THREE metropolitan daily newspapers in Detroit. ONE of them greatly 


overshadows the others in coverage, linage and results. Do you know... 6.6.6.4 


1. Which ranks among the first ten in the nation? 
|__| News [__] Times |__| Free Press 


2. Which covers the upper-income homes best? 
|__| News |__| Times | _] Free Press 


3. Which carries over 60% of the want ads? 
|__|] News |__|] Times |__| Free Press 


Answer to No. 1 is THE NEWS. 
For over a quarter of a century, The 
Detroit News’ total linage has placed it 
among America’s first ten newspapers. The News carries 
more than half of Detroit’s total linage! 


Answer to No. 2 is THE NEWS. Not only does 
The News have the largest Metropolitan and Trading 
Area circulation, it also gives you the greatest concen- 


tration in the better-homes, higher-income city and 

suburban areas. News’ readers can afford to buy! 

Answer to No. 3 is also THE NEWS. It carries more reise 

than four times as many want ads as either of the 

other two newspapers. The News is best for reaching 

people and selling products! oO 

How did you score? If you want to know more about | 

the big, busy Detroit Market, call a Detroit News 5 

representative. 
ll 


Detroit 


mors §6' The Detroit News 


THE HOME NEWSPAPER 


Largest Circulation of all Michigan Newspapers (ABC 3-31-56) Weekday 459,160—Sunday 573,375 


Eastern Office . . . 260 Madison Ave., New York Chicago Office . . . 435 N. Michigan Ave., Tribune Tower, Chicago 
Pacific Office . . . 785 Market St., San Francisco Miami Beach . . . The Leonard Co., 311 Lincoln Road 
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PROMOTING OR 
PRESSURIZING 


( foveo 


BALLOONS / 
DO THE JOB 
Wf 


FOR YOU! 
Any pro in promotion knows 
young and old respond to bal 
loons, and in “pressurizing” 
well, parents purchase where 
kids get premiums they like, like 
balloons 
Toyco gives better deals on im 
printed balloons—smaller 
quantities at lower cost! Order 
as few as 500, if that serves your 
need. Toyco 7” round balloons, 
printed one side, $17.50 per 
thousand; printed two sides 
$22 75 Toyco +413 Airship (4 
diameter, 18” length) $16.45 per 
thousand, printed one side; 
$21.70 printed two sides 
Toy with the TOYCO thought 
for your promoting or 
pressurizing 


FOREMOST 


Ashtand, Ohio 


DIVISION 


IMPERIAL 
PERSONNEL 


WORLD-WIDE SEARCHERS 
Over 30 Years 
SALES MANAGEMENT 
EXPERIENCE 


SALES MANAGER 
Automotive Accessori« 
SALESMAN 
Building Product 
DIST. SALES MANAGER 
Abrasive 
SALESMAN 
Electronic 
SALES MANAGER 
E.E. High Voltage Equip 
MARKET RESEARCH 
M.B.A. Marketing 
SALES MANAGER 
Water Pumps 


$35,000 
$ 9,000 
$10,000 
$ 9,000 
$13,000 
$12,000 


$25,000 


Phone Wire — Write 


L. B. POOLE 


IMPERIAL PERSONNEL 


37 So. Wabash, Chicago, Ill 
FRanklin 2-4233 


WORTH WRITING FOR. 


Laundry Products 


A look at the market for home 
laundry equipment in cities and towns 
nder U.U00 pop ilation. Highlights 
the study: ‘There are 935 auto 

itic washers tor every 1.000 homes. 
ear these families bought al 

half again as many washers as 
bought in 195] despite the tact 

ars ago washing machines 


lard 


equipment in better 
t of 10 homes. . . In 1 out 

home the clothes drver takes 

! where the automatic washer 
leaves oft. Nearly a third of the fami 
Jie without clothes dryers feel they 
1 one lover other tamily has 

it least one electric steam iron, about 
ce the number owning one tour 


CATS AYO 


Replacements of water 
heaters are now a primary market. 


i third of the water 


setter than 


n town homes today are over 

old; 1 out of 10 was bought 
before 1945 loday there are 14 
water sottenet tems per 100 homes 
but | out of families without this 
on nice teels ft ois needed, 
lhe trend is to the new quick-act 
clean-easy soaps and detergents, point 
ny | i ew concept in home la Nn 


lering and dishwashing. A copy of 


“Household Magazine Subscriber's 
Report Uses and Brand Prefer 
ence in Laundry Equipment and 
Cleaning Supplies’ (CPR 1170) may 
be obtained by writing to Victor 
Hawkins, Director of Research, 
Capper Publications, Inc., 912 Kan 


sas Ave., ‘Topeka, Kan. 


Company Development 


A review of company expansion 
and diversification by William E. 
Hill and Charles H. Granger. ‘They 
describe some of the elements of the 
concept of long-range planning, how 
it applies to different types of com 
panies, why various companies are 
turning more and more to use of this 
management tool, how long-range 
planning is organized and conducted, 
and some of the pitfalls to be avoided. 
This includes planning in all the 
usual functional areas—marketing, 
operations, finance, etc.—as well as a 
master total company plan going be 
yond the sum of the parts. In other 
words, a total company plan may logi 
cally point out the unmistakeable ad 


(continued on page 98) 


A NEW 16mm SOUND FILM FEATURING THE FAMED 


» BORDEN & BUSSE 


~ SALES TRAINING TEAM 


“HOW TO UP SALES 
ri, BY BETTER SALES SUPERVISION “’ 


Demonstrating How the Man Behind the Man 
Can Lift a Salesman to Peak Performance! 


Your salesman’s day-to-day performance...his A Complete Sales Training Program, 
capacity to sell...the state of his morale...are including: 


dependent largely upon the leadership ability 
of his immediate supervisor. This 16mm sound 
film program clearly visualizes the proven 
techniques of leadership that spur the average 
salesman to become top-notch producers. 


1. Thirty minute sound film. 
2. Leader's Outline 
3. Supervisors’ Kits 
Se 
v i : Ws : 


PHONE, WIRE OR WRITE FOR FULL INFORMATION ON Dept. SM-1, UNITED WORLD FILMS, Inc. 


HOW THIS FILM CAN HELP YOUR SALES PROGRAM 


1445 Park Avenue + New York 29, N. Y. 
TRafalgar 6-5200 


FOR SALES MEETINGS * CONVENTIONS « TRAINING PROGRAMS 


SALES MANAGEMENT 


CAPACITY 


Largest capacity in airfreight enables American to 
serve sales managers better than any other airline 


A typical 100 Ib. ship- 
ment from New York to 
Chicago costs only $7.50 
only $18.80 from Chi- 
cago to San Francisco 


ems z5 


eal - 


~z. . == ‘ ‘ , 
; A ~ ~~ (eee 


When sales managers use airfreight to tap markets previously out of reach... to provide 
better service to existing outlets...or to enhance their product's appeal, they specify 
American Airlines Airfreight. [t's their best assurance of fast forwarding, dependable on-time 
deliveries. That’s because American has space available when and where it’s needed most 


with a combined lift potential of over 1,000,000 Ibs. daily—the greatest capacity in airfreight! 


AMERICAN AIRLINES A/RFREIGH 


carries more cargo than any other airline in ju Th ie 
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Effective Income $1 800,456,000 


Teta! Spokane Market Retail Sales $1,313,678,000 


Families: 336,300 (Population. 1,084,600) 


The self-contained 

Inland Empire The Spokesman-Review and Spokane Daily 

Chronicle reach 5 out of 10 families. 
Effective Income $1,108,219,000 
Retail! Trading lone Retail Sales $ 773,391,000 
One of the largest areas Families: 193,600 (Population: 628,100) 
in the nation The Spokesman-Review and Spokane Daily 
Chronicle reach 8 out of 10 families. , 
Effective Income $484,789,000 
Metropolitan Spokane Retail Sales $336,760,000 

lation: 261 

Hub and trading ae Families: 85,000 (Population 000) 


of the Inland Empire The Spokesman-Revir iv and Spokane Daily 
Chronicle reach 10 out of 10 families. 


Totals are curnutatrve, Population, households, income, sales Seles Management, 1956, Circulation ABC Audit Report, March 31, 1956 
*24 complete couvies shown Latest data, with exception of cwrculation, unevedable tor parts of counties defined by ABC 
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Fa Fao AhKe 


Heart of the Pac i fic Northwest 


SPOKANE MARKET 


MONTANA 
WASHINGTON 


OREGON ~~. iia: 


largest marketing areas 


If you’re measuring markets by metropolitan areas, you have to make = \. 9% 
an exception with the Spokane Market. Shown by the chart opposite, 
metropolitan measurements merely skim the surface of this big, isolated 4 
trade area \ 

Measure it by any market index—by population, income, or retail 
sales—and you'll find that the Spokane Market is 4 times as big as its 
metropolitan center. And you'll discover, too, that you automatically sell it 
all, when you earmark for your A” schedule Spokane's two big daily news 
papers— The Spokesman-Review and Spokane Daily Chronicle 


THE SPOKESMAN-REVIEW cow | 
7 nlan impire 
like 


SPOKANE Daity CHRONICLE Neal 


1 out of every 


Advertising Representatives: Cresmer & Woodward, Inc. Sunday Spokesman-Review carries Metro Sunday comus and This Week magazine 2 families 
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3200(_--— 


ADVERTISERS 


CAN’T BE WRONG! 


| That's the number of accounts that used 


| the Buffalo Courier-Express during 1955 
(Classified not included). Of these, 1,398 
were retail advertisers. 1,85] were national 


accounts. 


These advertisers were responsible for a 
lineage increase of 80% over 1945 figures. 


Yes, more and more advertisers are profiting from the 
fact that the Courier-Express builds bigger sales boosts in 
Buffalo. Use the Morning Courier-Express to get more adver- 
tising for your dollar concentrated on those with more dollars 
to spend. And the Sunday Courier-Express for maximum 
coverage in Buffalo's rich 8-county market. It’s the state’s 
largest newspaper outside of Manhattan. 


ROP COLOR available both daily and Sunday. 


BUFFALO COURIER-EXPRESS 


Representatives: Scolaro, Meeker & Scott Pacific Coast: Doyle & Hawle 


use manpower, inc. 


Demonstrators 
in 1-9-90 Markets 
Lise as many of our 


trained demonstrators 
a ou need at low 


hourly rate 


write for illustrated color brochure 


manpower, inc. 


OVER 90 OFFICES COAST-TO-COAST 


home office: 820 N. Plankinton Ave, 
Milwaukee, Wisconsin 


DID | TELL YOU ABOUT THE 
2 UNIVERSITIES in BLOOMINGTON - NORMAL, ILL.? 


We talked about the Pantag: ipl 99° 
plus 24,164 subseriber families in 
standing as Illinois’ 5th Largest Newspaper Retail Market 
Hiut did I mention the young, active, ‘“‘extra’’ market of 
over 4400 students attending Illinois Wesleyan and 
Illinois State Normal? I should have it’s a market 
most newspapers are unable to offer! 
lt all adds up to: 


@ 38,586 total circulation; includes 94%, coverage of 
Standard Metropolitan County Area (McLean) 

@ $147 Million subscriber Retail purchases 

@ $31 Million subscriber Food purchases 


cily-zone coverage, 
» other communities, our 


. 
THE Daily Pantagraph 
BLOOMINGTON-NORMAL, ILL. 
127 Mi. 5. W. Chicago157 N. E. of St. Lowis 
Represented by Gilman, Nicell & Ruthmen 


Yes, we now accept 


Oo Oo 


(Black and 
one other) 


antages of carrying the company to 
new techniques, products, markets or 
philosophies of operation beyond any 
thing that could be derived simply 
from a projection of the existing parts 
of the Copies of 
“Long-Range Planning for Company 
Development—How to Plan for the 
Next 20 Years” are available from 
William E. Hill, William E. Hill & 
Co., Inc., 640 Fifth Ave., New York 
if X.Y. 


business today. 


Local Radio 

his 
look at the spot 
today's radio station. It shows what 
it has to offer, how it sells itself, how 


takes a_ fresh 


radio medium and 


presentation 


to other media, how best 


to use it. It 


if relates 
covers programming; 
Pulse average in-home rating of lo 
cal daytime programs, 1952-1956; 
local vs. net- 
audience ; 
sales power of local personalities; im- 
mediacy and depth penetration 


out-of-home’ ratings 


work programs share of 
ways 
spot radio ties in with over-all cam 
paign planning—what spot radio adds 
to a tv campaign, how spot radio and 
spot newspapers work together, how 
spot radio sells “limited media access” 
audience composition percent 
yes of sets in use; economy of satu 


ay 
ration coverage. lor copy of 
“Spot Radio 1957”, write to Robert 
I. Eastman, Executive Vice-Presi 
dent, John Blair & Co., 415 Madison 


Ave.., New York 17, N. 7. 


your 


Electronics Communications 


looks into the future 
to see what impact they will have on 
marketing. Authored by E. B. Weiss, 


it shows how every activity involved 


This study 


in accelerating the movement of met 


chandise into consumption involves 


communications—advertising, selling, 
merchandising, promotion, marketing. 
It projects into the next 10 years 
“when the science of electronics com 
munications will revolute—not merely 
evolute.”” Some of the subiects dis 
cussed: the new telephone era; the 
network tv robot mar 


keting; electronic retailing and its im- 


revolution ; 


pact on inventories; record-keeping ; 
electronic stock market speculating; 
closed circuit tv; wholesaling. Copies 
of “The Coming Electronic Commu- 
nications Revolution—and Its Impact 
on the Total World of Marketing,” 
from Ned Doyle 
executive Vice-President, Doyle Dane 
Bernbach Inc., 20 W. 43rd St., New 
York 36, N. » - 


may be obtained 
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month after month... 


1512 million men and women“live by the book” 


...and the book is Better Homes and Gardens! 


4,250,000 COPIES EACH MONTH 


im 


~*~. 


r 


———— 


< 


> 


—_ = S| 

oe’ IA, 
~ Piet. _) 
| TAG) St,7 


. =. au d a ° i 
C3 0 y 
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People who “‘live by the book” do things and 
buy things they see in BH&G. Among those 
who read an average issue, 2,550,000 reported 


during the year... 


trying almost 4% million ideas suggested in 

articles or ads. And 1,800,000 reported making 1 f Am ; d 
2,550,000 purchases of things they saw in one 3 O erica rea S 
issue. 15,500,000 people read an average issue 

of BH&G. One-third of the 123,800,000 people 

in the U.S. 10 years of age or older read one or B tt H d G d 

more of every twelve issues. That's 44,150,000 e er omes an ar ens 
Better Homes & Gardens readers—and over 

40% of them are men! Meredith Publishing 

Company, Des Moines 3, lowa *A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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Chessie's Creative Selling 


(continued from page 31) 


ome the New York Central's X 
| | | 
| lore ici -4 ncinnatl 


ed the Rail 


Van Th operate both with ff inged 


~ 


wheel oO! ii] nd rubber tire on 
highwa 

If the laws pe tted, C&O would 
be glad to take over an airline. Mean 
while, Che U it least tarting to 


oar. C&O has bought $3,333,000 of 
10-year convertible debenture in 
lick 14irwa In nternational 


freight carrie: Phe C&O also ha 
become the first railroad to pro ide it 
executives with two airplanes to keep 
mn taster to h with operation 


1954 
growing demand by the steel, electri: 
power, chemical and 

long gone to sea, on industries has stepped up production 

Lake Michi from 392 to 500 million tons. 

railroad is carrying The C&O contributes to National 

Atlantis situminous Coal Research and other 

projects to find new uses for coal. 

Between 1950 and 1956 U.S. coal 

shipments abroad multiplied from 2.5 

million to 50 million tons annually. 

The C&O totes to tidewater 40% of 

all of it. 


ble in the next decade. Since 


organic other 


( he { has 
her own ferries across 


yAtl Now the 


| 
oal across the 


5. C&O Still Spelis Coal. 


Chessiec managers are 
ed | he No 


| 
railroad to ha 


broadmind 
| coal carrier is the first 
e all its locomotives oil 


burning. In addition to coal mines Then in 1956 the three major 
C&O has developed through affliated “coal” railroads—C&O, Norfolk & 


ompanies some 35 gas and oil wells. 
, 


Western and the Virginian—joined 
But oal counts hea ic! 


with leading coal operators and ship 
pers, and the United Mine Workers 
of America, in a $50 million project, 
American Coal Shipping, Inc., 


than ever in 
planning. 

lx-coal salesman ‘Tuohy talks glow- 
ingly of coal’s bright future.” He 
that U.S. 


will more than dou 


which 
now carries coal to Europe and the 
far corners of the globe. 


cite estimate bituminous 


oal production 


C&O Couples Fast Action to Far-ahead Planning 


Che ( 


Another 


pells C and O “Can dO 


log ifi ctie he il icrgQ a 
em that stretches from Newport 
New to Petoske Vl h . , lo 


morrow evel body b i ill 
JO 000 Ca&Oe 


lar planning is combined with fast 
And 


tion (3,0 out 


ction ilways there the injun 
ind find a better way 
done,” 

Walking into lunch with all C&O’s 
department 


ein Cle 


the vice-president and general counsel 


to get this 


heads in the Greenbrier 


el ind S ‘T erinin il ‘T ower, 


mentioned that regardle ss of regula 


tions, , pre 


edent’’ and whatever—the 


lawyers’ job is “to help find ways to 


ret things done 


’ 


[hat afternoon the 


finance told me “Our job is not 


ice president 
merely to control but to hel; our peo 
ple to create 

Lhe C&O was the first 
puta Univac electroni computer 
to produce raster the 
both action and 
At noon on the first of each 


facts ind figures for 


pl mnning 


month President Luohy vet th 
whole month-betore picture ind th 
wire el ( i! the high pot ot 


t that atternoor 

(NO) 
niny and budgeting In L961 the con 
pany 
ind net $100 millior 

But the 
largely on 


(‘hessie’s people do 


expect to Tra 


achievement of hy coals 


depends wha i lot ol! 
well 


want 


how 
h they 


and 
they do it—and how mu 
to do it well. 


Salesman Tuohy and his top team 


100 


ire concerned, first of all, 
ing C&O’s 
taken 


with sell 


They 


edge of the men who run it. 


own people. Among the 11 directors only fo: 


have 


Various steps toward greater mer board chairman Herbert Fitz 
efheiency and stronger morale—from patrick, Huntington, W. Va., and 
work simplification to better super former president Robert J. Bowman 


ion through education and training. 


At all levels 


of Detroit (now executive committee 


they are chairman) might be called 


attracting new “veteran 


blood. ‘The directors encourage stock railroad men.” Chairman Cyrus 
ownership by both officers and em Katon, however, controls $2 billion of 
ployes. Chairman Eaton “would like properties in various industries, and 


to see all our family of 30,000 join 
me in a little risk 


since 


presumabiy knows what shippers need. 
As coal-man-turned-railroader, ‘Tuohy 
does too. 
Other directors are Cyrus S, Eaton, 
(continued on page 104) 


in the railroad.” 
1952, 3,300 of them have. 
But the C&O can only in 


tion to the ability and knowl 


grow 


propor! 


z dak 
UNIVAC EQUIPMENT In C & O's Electronic Computer Center In Cleveland 
is used as a sales tool. It helps railroad get facts and figures quickly for both 


action and planning. At noon on the first of the month President Tuohy gets 
the whole month-before picture. 


SALES MANAGEMENT 


arms are to hug 


In these words a child expresses the very essence 
of function, by-passing conventional definition of 
an object 


Would there were as simple a way to express the 
vital function of a business publication! You could 
say, “a business paper is to read,” but that hardly 


does justice to a service that: 


assembles information pertaining to a given field 
.. condenses it for quick absorption 
interprets significant developments 
..delivers the whole package regularly in attrac 
tive form 
..and in doing so provides a vehicle that enable 
suppliers to talk to a selected group of busine: 
men in their own language and in terms of their 


special interests 


Perhaps the word “service” is the key. Perhaps 
the phrase we’re searching for is a simple one, 
after all: a business paper is to serve. 

On the following pages, Steele L. Wintere 
A. & M. Karacueusian, INc., tells how he feels 
about the services business papers perform 
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“Business publications—must 


says Steele L. Winterer, President 
A. & M. Karagheusian, Inc. 


© AB.M.KARAGHEUSIAN.INc.” 


< 
GULISTAN CARPET 


206 FIFTH AVENUE NEW YORK 16," ¥ 


Mr. Jack Ward 
Bill Brothers Publications 
New York 


Dear Mr. Ward 

Business publications, in my opinion, are a must for all 
executives in this ever-changing scene in which we work. 
They provide the shortest route by which our organization 
can keep up-to-date on new developments within our own 
industry, as well as all industry. 


Our individual business beliefs, standards and policies 
are built out of many, many experiences and ideas. Some 
of our ideas are the result of reading of other business 
activities in the business publications we encourage all 
our executives to read. 

We have been consistent advertisers in the best trade 
publications because we believe that it pays. The value 
of this activity was brought home very strongly to us a 
few years ago when we cancelled our regular back cover 
position with one of our better trade magazines. The 
complaints that poured in from our distributors and 
territory managers were overwhelming and we could only 
conclude that we had taken away one of their best helpers 
in the job they had to do. Needless to say, we're back 
on full schedule. 


Sincerely, 
A. & M. KARAGHEUSIAN, INC. 


S.\e. Wunder 


Winterer 
President 
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reading for executives...good buys for advertisers” 


Bill Brothers publications sponsor this series 
of messages as a service to those who benefit 
from reading good business publications and 
those who benefit from advertising in them 
...often the same business men. 


We have asked prominent executives to 
express their own concepts of the business 
press as an educational force and as an 
adjunct to sales operations. You'll agree, we’re 
sure, that their ideas apply to all good busi- 
ness papers serving business men in all of 
America’s industries, professions and trades. 
Glad to send you reprints of their statements, 
as we publish them. Just get in touch with 
any one of the Bill Brothers publications 
listed below. 


Bill BROTHERS PUBLICATIONS 


| FAST FOOD PREMIUM PRACTICE TIDE 
FLOOR COVERING PROFITS RUBBER WORLD TIRES TBA MERCHANDISING 
GROCER GRAPHIC SALES MANAGEMENT YANKEE GROCER 
PUSLICSTIONS PLASTICS TECHNOLOGY SALES MEETINGS 
NEW YORK SAN FRANCISCO BOSTON AKRON 
CHICAGO SANTA BARBARA DETROIT PHILADELPHIA 
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Complete 
Service! 


promote 


merchandising 


the complete services of 


“ 
display 
sales 


write Today for full information 


1637 GEST STREET, CINCINNATI 4, OHIO 
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C&O Couples Fast Action to Far-Ahead Planning 


(continued from page 100) 


ittorne 

| cian of Cleveland; a realtor 
a banker of Washington; an Ontario 
ron mine ate ind Roger H. 
lerger I ) the Cincinnati 
enquirer 

Among C&O seven Vice-pre 
re two tor ale : Dr. Charl I 
Lawall, for oal trafh ind develop 
former pre ident of West Vi 


| 


dents 


ment 


riniia University ine James 


Do le for mer (lise 


traft 
all 


l 


others re nk who among 


other thing 
+} 
| 


passenger and 
ler non-tre John Kusik 
finance; |. C. Kauffman 
counsel; M. 1. Dunn 
\. W. Hix pul hases and store 

Po C&O’s top 


fields as a 


0 
general 
operations and 
team have come 
men from such ounting 


b ink ny 
ind public 


journalism manutacturing 


utilities. ‘I 


that the con pany 


iohy empha 


does not get 
of veteran railroaders to provide 
younger men and out 
concerned with 
When a vice 
lent for operations retired a few 


presid 
month avo ‘Tuohy 
made 


more cope ror 
sider But he is 


ster rivancement 


explains "20 
hanges were One ot 
to combine Operations with Con 


! VI aintenance 


them 
t tion ins unde 
Dunn 
(NO) entorce 
every not 
Walter 
thought yet about his iccessor, 
all seven 
rank 


ilso u yy them to 


iInlon po 
luohy iss: not to have 
| nde 


ce presidents are of! 


solv \ 


ep irately and toget 


problen 
ire informal it 


When tl 


s ofhce. 


Vice-President of Coal Traffic 
velopment, Charles E. Lawall 


& De 


C&O President, Walter J. Tuohy 


head of a department is absent the 
No. 2 man sits in for him. 

C&O’s president would not give 
SALES MANAGEMENT an organiza- 
tion chart: “Sure, we have charts. 
But we cross lines, We all make sug- 
gestions to each other, and we en 
courage suggestions trom all our peo 
ple.” 

“Communications” is a major con 
cern. C&QO’s management seeks to 
sell all concerned with a step before 
it is taken. 

“All of our departments are crea 
tive,’ ‘uohy emphasizes. “All of our 
key people think system-wide. And 
we try not only to plan ahead, but to 
act effectively today, to make the most 
of tomorrow.” 

In fair weather or foul, planning 
1954 a “foul’ 


year, when revenue dec lined 11% and 


goes forward: In 


net income dropped 17% John 
Kusik estimated a gross of $500 mil 


Vice-President of Merchandise Traffic, 
James E. Doyle 
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This story is directed particularly to those 
who ask, ““How much product did it move?’ 
\ \ f \ [ WCAU-TYV’s “Mister & Missus”’ team, Joan and 
means Gene Crane, in a few weeks increased the 
PHILADELPHIA 
upholstering department’s work at Gimbels about 


200 per cent! Proof that this outstanding couple 
response converts audience appeal to sales appeal. 7 


So when you think of response, think of WCAU. 


WCAU, WCAU-TY The Philadelphia Bulletin 
Radio and TV stations. By far Philadelphia's most 
popular stations. Ask Pulse. Ask ARB. Ask Philadelphian 
Represented nationally by CBS Spot Sale: 
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ety: 4 ot # . 


THE C&O keeps this executive plane to speed its top people around the 
country. On this flight President Tuohy (right) was host to J. H. “Slim” 
Carmichael, president of Capital Airlines. 


Helps Chessie's Road to Sell 


are not tool ) p and ahead. He spends little time in 

cant trust dep his office: ‘A financial man must keep 

better re him.’ his ‘feel’ of all areas.’”’ He knows a 

the day lay mi: lot of shippers personally, as well as 

department to I prospects for plants on C&O lines, 

nd learn “horizontall ind Finance has its own listening 
posts tor business opportunities. 

Finance, too, faces “relations” prob 
lems. [Every year come thousands of 
queries trom stockholders. Each is 
studied by Finance and answered 
personally by ‘| uohy. Kusik and 
others may frame them. But, Kusik 
says, “Walter ‘Tuohy adds to them. 
The letters reflect him.” 

Kusik worries over the fact that 
many of the same phrases crop up in 
letters, to stockholders and others 
He wonders if Univac can’t be put 
to work to produce fresher words. 

Kusik thinks the C&O might 


acquiring a company in electronic 


y 
gain 


b 
communications. 

| isked him about the long range 
realities of C&O's “expansion finan 
ing ; While the company earned a 
record $66 million in 1956, it was 
planning record capital expenditure 
of $113 million. With long-term debt 


. -e.P _" 
Finance Vice-President, John E. Kusik ilready around $375 million, how 
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Judgment Day 


The serious-looking gentlemen seated from this semi-circular reviewing and altered here. Sometimes not 
here aren’t, normally, nearly so tand they see to it that every part The important thing is that all 
solemn. But this is the day they of every new advertising presenta must pass the same exam, and that 
give judgment away. This is the day tion passes through and by a serie every campaign get the same top 
when some new campaign for a of sound checkpoints. ‘To make sure management treatment 
Campbell-Ewald client is being held the creative approach is fresh And if you don't think this group 
up to the light for them to look at. unique, and interesting, that the takes as much time with the little 
And that’s serious business. thinking is based on sound research campaigns as well as the big one 
Collectively they’re the Camp and that media, merchandising and trying to do the biggest job in the 
bell-Ewald Review Board. Individ every other part of the presentation smallest space— just sit in sometime 
ually they’re department heads all contribute to a campaign that i and see 
and top executives, right up to and both logical and luring And don’t have 


including the president himself. And Sometimes campaigns are revised dinner 


troit + New York + Chicago « Los Angeles « Hollywood « San Francisco 


CRINPOTL-BURAD Advertielng “Sacinerun ¢ Denver * Bdachn ¢ Dame c tants ee 
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long could the ¢ 

10% more than 
“The C&O nn , ha 
borrowed l tan | hare 
inflation 
era * Ww : F Zz back in 
cheaper dollar } poli y since 
1943 ¥ increases tockholders 
equity y neat mi } lhe 
‘debt F f ity been 

if tron 


higher 


WHERE THE RAIL ENDS. From these modern facilities at Newport News, 
C & O now ships 20 million tons of coal abroad annually. 


derable educatio to 926 million in 1960 and 

e with their custome: billion in 1975. In this period 

it imported sources of energy, ex 

work and pla en pressed in the equivalent of short tons 

\lany a coal industry meeting is held of coal, would rise from 161 million 

it the Gsreenbrier \t one such meet in 1955 to 215 million in 1960 to 
ng recently C&O people learned that 491 million in 1975. 

4 ) might close a mine on its Mechanization helps U.S. miners 


ro 


propert ind saved a customer. . tons per iy as West European 


7 found a buver tor the turn out eight or 10 times as man 


Che railroad is virtually carry miners. But until now the biggest 
ng coals to Newcastle. Although the item in the cost of our coal in Europe 
United Kingdom and other European has been sea transport. More than 
countries still mine a lot of coal, the 95% of it has been carried in toreign 
C&Q boasts that “the finest metal flag ships, Walter “uohy explains 
lurgical coals (for steel making and “many of them old and slow with 
other purposes) are available only in 9,000- or 10,000-ton capacity. ... To 
Milwauke » U.S and primarily on the get U.S. coal to Rotterdam costs $7 
C&G.” for the coal at the mine, $4 for rail 
Chree-fourths of exported Ameri transport to tidewater, and as high 
can coal goes to Europe. Western as $11 for ocean transport.” 
I;urope’s demands for energy, ex With larger and faster ships, the 
pre ed in short tons of coal, are esti new American Coal Shipping In 
rise trom 80 million plans to meet this problem 
NO) otter 


Chessie Develops 64,241 
"Merchandise" Customers 


For merchandise or “non-coal” cus M irquardt’s people spread the good 


mers the C&O reaches from San news about shipping abroad from va 
lrancisco to Stockholm. rious sections of the U.S. through 
\Vlerchandise Trafic, under Vice Newport News. Rail rates from the 
President J. E. Doyle, embraces South, Southwest and North Central 
World Commerce, under G. C. Mar states compare favorably with those 
ind Industrial Development ( North Atlantic ports. Chessie 

ider W. C. Fletcher. cla fast movement of cargo and 
(hus, in addition to going far freight service, ample warehouse space, 
ifield for its 64,241 customers, Ches export and import packing service 

re of them at ew facilities for bulk cargo. 


lI wo-thirds >» 56 sales offices 


SALES MANAGEMENT 


No.j| in circutation 


Average net paid circulation for 1956 was over 5,200,000" —the largest 
circulation of any magazine edited for women. Up 300,000 over 1955. 


No.j| in NEWSSTAND SALES 


In voluntary, single-copy sales at the newsstands, 
Ladies’ Home Journal leads all other women’s magazines. 


NoJl IN ADVERTISING REVENUE 


Advertising revenue for 1956 was over $26,000,000—up 10.3°% over 
the previous year, For 27 consecutive months, the Journal has shown 
a consistent revenue gain. 


Nojl IN IMPORTANT P.I.B. CLASSIFICATIONS 


Ladies’ Home Journal continues to lead in advertising revenue among all 
magazines edited for women in important P.1.B. classifications 

To name a few—Toiletries & Toilet Goods; Drugs & Remedies; Food & 
Food Products; Confectionery & Soft Drinks; Household Furnishings; 
Insurance; Horticulture; Soaps, Cleansers & Polishes 


Noi IN MERCHANDISING 


Ladies’ Home Journal continues to lead all women’s magazines 

in merchandising services, with continuous and widely used retail selling 
programs for grocery, drug, appliance, home-furnishings and 
department stores. Each is designed to be of direct assistance in 


JOUE 


helping advertisers sell more goods. 


The No. 1 magazine for women... 


“JOURNAL 
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The Do’s and Don‘ts 
of MOVING 


by Noted Home Consultant 


ette Somers Matone 


Moving is a serious problem for 
the woman of the house 
She worries about her prized 
possessions—-her china, glassware, 
mirrors and fine-finished furni 
ture about her rugs, drapes, 
and upholstered things. And if the 
family is moving to a strange City 


“What is 


ibout schools 


she'll be asking herself 
it like? 


and churches and stores?”’ 


How 


Having moved millions of fam 


ilies, United Van Lines knows 
what help a woman needs when 
moving. A woman's help! And to 
fill this need, United offers the 
tree advice of a distinguished 
woman moving consultant Mrs 
Bette Somers Malone 

With Mrs. Malone's help, your 
move is completely Pre-Planned 


and carried out to the finest 


detail by United's Master Movers. 
You are fully advised on modern 
procedures ... how to arrange for 
coverage of your goods in transit 
what determines the cost of 
your move. And if you want some 
facts about the city you're mov 
ing to, just ask Mrs. Malone. 
if you are planning to move 
soon, write today advising Mrs. 
Malone the approximate date, 
where you are moving, how many 
rooms of furniture you have. She 
will send you a Pre-Planned Mov- 
ing Kit containing helpful hints 
. change-of-address cards, carton 
stickers... any special advice you 
may request 
Write today ... to Bette Somers 
SM, United Van 


Lines, St. Louis 17, Mo. No obliga- 


Malone, Dept 


tion. 


: 
LU maited van tines. Inc. 


UNITED VAN LINES 


(CANADA) LTD 


For Local and Long-Distance Moving, Look Under “MOVERS” 
in Classified Phone Book for Nearest United Agent 


for merchandise are off-line, from 
Boston and Miami to Los Angeles 
and Seattle, and in Montreal and 
Toronto. An assistant v-p for 
Detroit, and regional 
managers guide business-getting from 
Chicago, Pittsburgh, Cincinnati, Rich 
mond, New York and San Francisco. 
Of 570 people in the department 


sales 


is at trafh« 


190 go out to woo trafic managers. 
While most salesmen still are picked 
from the Merchandise ranks, the 
C&O has a program to attract college 
graduates who major in transporta 
tion or trafic management. 

Rewards can be quite substantial. 
New salesmen start around $4,200 a 
Then their salaries, if earned, 
half-yearly. Advance 


ment is to better territories or bigger 


year. 


are adjusted 


jobs. 

C&QO’s Personnel Department gives 
promising applicants psychological 
tests, but Merchandise ‘Trafh« 
A new man works 


does 
the final picking. 
in a Sales ofice for four to six weeks 
mastering such complexities as freight 
rates, and then for several months he 
goes out to sell with a veteran. 
For two years, to acquaint all mer 
chandise trafic men with their large 
produc t,”’ C&O held a series of 12 
day traveling classes. In groups of 


eight the salesmen were taken over 


the entire system—from Chicago to 
Newport News; back by a somewhat 
different route to ‘Toledo and De 
troit; across lower Ontario to Fast 
suffalo; Michigan and by 
Lake Mic higan ferry to Milwaukee ; 
back to Grand Rapids and over to 
Chicago. 
Education and 


across 


incentive go on 
hold 
meetings of their groups and annually 
all Merchandise salesmen attend a 
three-day seminar at the Greenbrier. 

C&O sets quotas for them to beat. 
The 1956 goal of $166 million was 
exceeded by $4 million. The 1957 
target has been set at $170 million. 

About half of the 64,241 merchan 
dise customers are off-line. 

To get interchange business, C&O 
works closely with other railroads 
but not with truckers. Except for the 
100 miles of the West Virginia Turn 
pike, it now faces little competition 


Regional managers frequent 


from express highways paralleling its 
routes, 

Nor is Chessie worried about the 
St. Lawrence Seaway. Cyrus Eaton 
tells SALES MANAGEMENT that “by 
stimulating the industrial growth of 
the whole Great Lakes area, the Sea 
way will help the C&O.” 

Meanwhile, the C&O itself con 
tributes to this growth. 

In the 1946-55 decade Industrial 
Development helped to put 1,119 
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permanent indi ies on its lines. 
hese added estimated 10-year cat 
loadings of 273,000 and $26.1 million 
revenue \lso, 314 temporary new 
ht 60.000 carloads 


ndustries broug 
and $5.5 million. 

\ve ige annual revenue trom com 
“settling on C&O” each 
year 1s figured at 
lion 


Industrial Development has_ nine 


panies now 


more than $4 mil 


salesmen” and seven researchers. In 
dustries demand a lot of facts before 
pulling up stakes from other areas 
and betore building brand-new plants. 

Among 500 cities and towns on 


explains W. ¢ Fletcher 


“we now have specific data on 400 of 


oul lines 


them tat luding nN etropolitan ireas.’ 


his department hires men who 


hav e mal » | | conomie ¢ eoyTa 


phy - starts them in research, and then 
C&O 


works closely both with chambers of 


graduates them to selling 


commerce and other local groups 
available sites, and with real es 


departments and other executives of 
companies considering new facilities 


Fletcher and his 


people must be careful not to reveal 


im its broad area 


prematurely their prospects’ plans 
Among new on-line customers “de 
C&Q are the AEC’s 


energy plant at Portsmouth 


veloped” by 
atomic 
( Yhio, and facilities tor Genet il 
Motors and Ford, Dow and Hooker 
Chemical Union Carbide, Conti 
nental Can, American QOil, Food 
\lachinery, Virginia electric 


and big warehouses tor Kroger st 


Pow i | 


ores 


Passenger Services Promote Whole C&O 


\ a sleeping car sym 
bolizes eve ‘rvice of a wide-awake 
railroad 
Chessie also suggests that. for this 
till are a rather in 


railroad people 


portant “product 


Although passengers now pro ide 
it C&O’s gross revenue, 


$15 million still is worth the count 


only 3.6% of 


ing. 
Instead o bewailing passenger 
“out ol pocket ‘ 


to $4 million a year 


losses whi h comes 
Chessie points 
rather proudly to her fleet of all-new 
passenger trains. And 


iohy thinks that pleased 


all bedroom 
President |] 
passengers can be potent promoters 
Under Hiram 7] 

{ 


trafhe manager 46 sales (not merel\ 


ticket 


(skew, passenget 
) agents seek travelers around 
ncluding such off-line places 


is New York 


fy cities 


PASSENGER COMFORT, such as is indicated by this view of one of the C & O's 


lL hey create reasons Tor 
C&QO’'s salesmen are out peddling the 
Jamestown Festival, April-November 

Nore 
specifically creative are Chessie ‘Thea 
ter Parties to New York. Groups of 
125 eacl 


buy a low rate package that includes 


going 


1957, on its 350th anniversary 


from middle western citie 


transportation, hotels and five Broad 
way shows kach spring C&O 
takes 10,000 school kids trom variou 
cities to Washington and Colonial 
Williamsburg . And in 1956 
special-rate family fare business of 
S$5O00.000 was a 100) increase 

And as a result of market re earch 
potentials of variou 
Walter Jackson 

C&O has de 
ided to concentrate newspaper 


vertising primaril 


into passenger 
on-line cities i\ 


idvertising manage 


Virginia, Kentuck 


newer cars, keeps people saying good things about the road; helps business 
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1957 hospital building 
estimated to exceed 
$775,000,000 


HOSPITALS _ 


HOSPITALS March (6th 
Construction Issue is 
important Sales Conditioner 


Fell your story to hospital planners 
during the pre-blueprint stage in’ this 
featuring the latest 


strategu Issue 


ideas and developments in hospital 


construction and design 


This annual issue of HOSPITALS i 
the authoritative guide for professional 
hospital planners reaches the great 
est single concentration of people who 


plan today for the hospitals of today 


and tomorrow 


paid circulation 
U.S. subscriptions leads in the most 
important advertising measurements 
Send for sample construction 
report sent regularly to 


advertisers in HOSPITALS 


HOSPITALS 

Advertising Service Dept 
18 East Division Street 
Chicago 10, Illinois 


Please send sample HOSPITALS 


Construction Report 


Princi 
Street 


ty 


@HOSPITALS 


Journal of the American Hospital Association 
18 East Division Street, Chicago 10, lilinols 


$1.2 Million Ad Program 
Sells All C&O Services 


A 


, decade ago Robert R. Young 
million of the 
annually to lament 


\ hog Col ld cross 


without changing trains 


wa pending $1.7 
C&O 


such situations as 


Ihre 


the countr 
but you 
| oda &Q) 


ide about 


other matte: 


r being it to SS8O0O000 
1954, the budget was boosted to $1.1 


tands at $1.2 


million in 6, and 
p 

million ror / he | eral campaign 

now directed by Walter 5S. Jack 

rtising manager, and placed 


Robert ( onaha In New 


magazine i 
What Vi ake 
ii] Carries a 
which 

CNkXQO) in 


hows the 


No. | 


senyver trains 


coal cart 


otherwise } t n the roretront 
\merican railroad ny 
Others in this series tell how C&O 
bring ry the parts trom whi h your 
motor cat made describe the yrow 
ing eaport of Newport New . < ( 
the chemical and othe 
lustre and, among others, reveal a 
eagoing kitten riding the waves, and 
leeping pretty at the Crreenbriet 
A line in most ads offers a port 


folio of pictures of Chessie, her tom 
cat Peake and their family. 

This series appears in 90 newspa 
pers in on-line cities and in 15 maga 
zines and business papers: Barron's 
Business Week, Commercial & Fi 
nancial Chronicle, Financial Post 
Financial World, Forbes, Journal of 
Vagazine of Wall Street 
Newsweek, Railway Freight Trafhi 
Time, Time (Canadian), Tracks (a 
C&O magazine), Traffic World, and 
The Wall Street Journal. 

Reprints of these ads are sent to 
5 000 trafhe 
dise shippers, over Doyle’s signature; 


Commerce 


Managers of mere han 


to 6,000 in Lawall’s coal list, and 
3,000 of Marquardt’s foreign trade 
customers and prospects. 

2. A world commerce campaign, 
“Looking for an Easier Way?’’, runs 
in 13 shipping and business publica- 
tions in this country and 12 abroad. 

3. Each advertisement in an indus- 
trial development series features sev 
eral “areas of opportunity’ on 
Chessie’s railroad. A current one spot 
lights Grand Rapids and Port Huron, 
Mich., Fernald, Ohio, and Newport 
News. These ads appear in Business 
Week, Chemical Engineering News 
Chemical Week, Dun’s Review and 
VWodern Industry, Fortune, Indus- 
trial Development, Nation's Business, 
U.S. News & World Report and the 
Fast and Midwest editions of The 
Wall Street Journal. 

4. Merchandise freight advertising 
features principally Lake Michigan 
train ferries and scheduled freight 
trains. 

5. Coal advertising 
quality of coal along C&O tracks and 
its efficient transportation. ‘This series 


features the 


goes to pier and coal publications and 
to users, 

6. Passenger services have a sep 
arate campaign in newspapers of on 
line cities, and in radio on one Wash 
ington station. Newspaper ads and 
radio announcements also 
special offerings. 

7. Advertising for the Greenbrier 
has been placed with Needham & 
Grohmann, Inc., New York. 

Chessie’s media range from 25,000 
sets of playing cards annually to 250,- 
000 kitten calendars and one million 
matchbooks. 


promote 


Chessie's “Relations” Win Friends and Recognition 


In the C&O the Public Relations 
Department is not only a “voice” but 
a good right arm of 
Howard Skidmore, p.1 
ports directly to President ‘Tuohy. He 


takes part in executive staff meetings 


management. 
direc tor, re 


it which company policy iS Set. 
staff of 17 


tour h 


Opec ialists on the p.! 


close with 


people keep in 
variou Zroups the general public, 
hareowners, employes, shippers and 
traveler The main source of C&O 
nformation is the News Division, its 
research and photographic staff; on 
line p.r. managers at Richmond, De 
troit and Huntington and a repre 
Toronto. | G 


coord nates all 


sentative if Long 


assistant p.t director 
the department S At tivities 

Although employe relation is the 
primary responsibility of the Person 
nel Department, “Ted O'Meara, edi 


tor of Tracks, the monthly house pub 


112 


lication reports to Skidmore. In addi 
tion to the 30,000 C&Oe¢ers, Tracks 
has 10,000 paid subscribers, at 10 
cents a copy, $l a year. 

In several areas Chessie’s p.r. is 
winning recognition. 

Every year except two in the last 
15 Chessie’s road has taken first place 
among railroads in the Financial 
World's competition for annual re- 
ports. In this sweepstakes C&O also 
has won both the first and second 
awards among all industry. “These 
top awards are given only once to any 
company. 

In 1956 alone the C&O ranked 
first in the transportation industry for 
financial supplement to the annual 
report ; second among all corporations 
for report of annual meeting, and 
third among all for annual report ad 
vertisemenft, 

In the P. R. Department, Alan R. 


Cripe, director of design, puts more 
than a “family resemblance’ into 
‘very item of the C&O, from letter- 
heads to locomotives, that meets the 
public eye. 

Cripe designed interiors and fur 
nishings for Chessie’s two newest 
Lake Michigan ferries. ‘These carry 
34 railroad cars, plus automobiles and 
passengers, and have 60 staterooms 
each. (The runs are three and one 
half to six hours.) ... He helped to 
design C&O’s passenger cars, and is 
now at work on business cars. 

Another p.r. function is Chessie 
merchandise, handled by Al Sicnolf. 
Nine manufacturers spread the kit- 
ten’s fame, on products including a 
musical doll (retailing at about $11), 
handkerchiefs, ties, pajamas, scarves. 

‘The manufacturers pay no royal 
ties, and C&O itself turns out to be a 
good customer for them. 
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Use them for fast, Ulddomidlic territory analysis 


By using only those cards conforming to your 
particular sales territories, you can conveniently 
apply the SALES MANAGEMENT Survey of 


Buying Power to your own market areas. 


Through MARKET STATISTICS, INC., the 
IBM Service Bureau will prepare these analyses 
for you quickly. Or if you have an installation 
of IBM equipment, you can prepare them auto- 
matically right in your own office 

More than 100 leading manufacturers and dis- 
tributors have adopted this new approach to 
setting scientific sales quotas. 


It 1s only necessary to determine what factors 
(or combination of factors) published in the 
Survey would reflect consumer demand for your 
product. If you have any questions on this point, 
you may without obligation consult with the staff 
of MARKET STATISTICS, INC. for complete 
details 

For further information on how to use the Sur- 
vey of Buying Power on IBM cards, write or 
phone Dr Jay M. Gould, MARKET STATIS- 
TICS, INC. 432 Fourth Avenue, New York 16, 
N Y (Telephone Mu. 4-3559). 


MARKET STATISTICS, INC. 


RESEARCH CONSULTANTS TO SALES MANAGEMENT 
432 Fourth Ave., New York 16, N. Y. Mu-4-3559 
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SALES GAINS AND LOSSES =": 4 4 
Bucyrus-Erie Co 9 mo 65.2 51.5 
Budd Co 9 mo 231.9 232.5 
Bullard Co 9 mo 31.2 20.1 
Fitzsimmons Stores, Ltd., and Green River Steel Corp. led the 48 companies Bunker Hill Co 9 mo 40.0 40.9 
showing sales gains for the period indicated out of the 122 listed. Both recorded Burgess Battery Co 6 mo 7.6 73 
a 61% gain. Others in the 50% and over increase bracket are Food Mart, tInc., Chadbourn Gotham, Inc 1 yr. f 19.5 15.5 
and Mengel Co. with 59% each Beryllium Corp , 57%: Smith Corona, Inc., 56%: Champion Paper and Fibre 6 mo 64.7 73.8 
Bullard Co., 55% ; , : commer cap 9 mo 5 6.2 
ar sontroller 0 c ] 
Among companies sho wing from 25%-50% gain are Clark Controllers, and Clark Sackeonent ‘ee 9 — ine _ 
Texas Instruments, inc., 48% each: American Steel Foundries, 44%; Cluett, Clark Oil & Refining 9 mo 57.0 42.7 
Peabody & Co., 39%; Cummins Engine Co., 34%; Glidden Co., 25%. In the Clayton Mark & Co 9 mo 11.2 10.1 
10%-25% gain class are Avco Manufact Cc 18% - : . Cluett, Peabody & Co 9 mo 73.4 52.9 
; og —. ea SnUraccuring VOrp., 4; Brunswig Drug Co., Columbia Broadcasting Sys. 9 mo 256.3 225.8 
19%; Combustion f ngineering, 18%; Great Northern Paper Co., 22%, Columbian Carbon Co 9 mo 47.9 45.8 
Combined Locks Paper Co. 6 mo 9.5 8.0 
Company Period 1956 1955 Beauty Counselors, Ine ) mo 46 43 Combustion Engineering 9 mo 114.3 96.9 
Beckman Instruments, Inc. 3 mo £4 6.1 Compo Shoe Mach'y Coro. 9 mo 4.7 4.5 
American Steel Foundries Lyr.f $1171 §$ 804 Bergstrom Paper Co 9 mo 68 5.5 Congoleum-Nairn, Inc 9 mo 40.6 46.1 
American Tobacco Ce > mo 403.7 422 Beryllium Corp 9 mo 12.1 7.7 Consol. Foods Corp 21 wks 64.6 50.1 
American Viscose Corp > mo 176.2 195. Bessemer Limestone Consol. Industries, Inc 9 mo 1.3 ) ES 
American Window Glas Im 14.5 15. & Cement 9 mo 6.7 6.5 Continental Baking Co. 29 wks 206.9 172.8 
Anchor Post Products In 148 15 Best & Co 9 mo 29.8 27.7 Controls Co. of America 9 mo. my! 18 6 
Armco Steel Corp 3m 163.3 179.2 Black & Decker Mfg. Co 1 yr.f 49.8 43.3 Cook Coffee Co. 40 wks 50.6 45.4 
Astron Corp > me 4.7 29 Bond Stores, Inc lyr. f 87.3 85.1 Cook Electric Co lyr. f 15.2 15.2 
Aveo Mfy. Corp = 246.1 206 4 Book-of-the-Month Club 9 mo 13.0 12.5 Cooper Tire & Rubber Co. 9 mo 20.0 16 3 
Avildsen Tools & Machines 1 yr. f 6.8 4 Borden Co 9 mo 647.2 603.2 Copperweld Steel Co 9 mo 74.0 55.8 
Avondale Mill oie a <9 527 arse (e -) Se ; 3 mo 7.8 9.2 Corn ee ——- Co : mo. ts er 
runing (Unartes) Co orning Glass Works J mo 2 > 
—— Re . - . - 201 : 171 , Inc 9 mo 27.7 22.0 — ‘Co 9 mo. 273.7 239.2 
: : . si ‘ata 94.0 Brunswig Drug Co 7 mo 44.5 38.8 Crown Zellerbach 9 mo 343.9 306.0 
Cummins Engine Co. 9 mo. 78.9 58.7 
| DucommumMetals&Supply 9 mo 34.6 28.9 
| DuMont (Allien B.) Labs. 9 mo 34.4 51.9 
du Pont(E.!.)deNemours 9 mo. 1,393.2 1,418.1 
How | Duro-Test Corp Lyr.t 10.7 91 
MG TERN) Caw C. 
| 
HONEST IMNJUN / id 4 ben Federated Dept. Stores, —_ 392.2 =n 4 
. wks a] 
And These Ailments Ferry Cap & Set Screw 
This ad was set with . Co y ae 35 5 
out a single piece Make Each Other Worse: Firth Carpet Co 9 mo 1600159 
of metal type: Fitzsimmons Stores, Ltd. 26 wks. 63.0 37.3 
Flintkote Co 40 wks 81.9 79.6 
Florence Stove Co 40 wks 24.1 5-9 
a ; Food Mach. & Chem. Corp. 9 mo 221.2 197.1 
Food Mart, Inc 26 wks 22.0 13.8 
Foremost Dairies, Inc 9 mo Ss -f : 
d T , Ft. Wayne Corr. Paper 40 wks. ‘ 

. Using streamlined FOTOTYPE for It is now well known how often strains of | a hate Co. 3 mo 3.8 2.8 
display and JUSTI-TYPE Stretchable modern living lead to serious gastro-intes- | Frito Co ome 20.3 15.1 
Paper for body copy, a revolutionary unal disorders, from stomach ailments to | Fruehauf Trailer Co 3 mo 59.3 62.0 
new innovation that justifies copy in olitis, constipation, and hemorrhoids GlensFallsPortlandCement 9 mo 44 41 
only one typing. This time-tested com I me yo is the way these —_ Glidden Co lyr. f 226.2 180.5 

iments aggravate nervous tension an Goebel Brewing Co 9 mo 11.0 16.3 

bination moans important savings to itch victims up in a “vicious circle.” Now Eendoteds ree a co aon 5619 

you on ads, catalogs, house organs, 1 world-famous clinic tells its methods for Goodyear Tire&RubberCo. 9mo. 1,010.5 1,025.4 

etc,, to be reproduced by offset, zincs, helping patients correct the bodily ail Grayson-Robinson Stores 1 yr. f 38.9 39.7 

or silk screen. 64-page catalog free! ments and relieve some serious causes of Great ae ee Co. 40 wks > 4 
tensio »¢ ”? . Greenfield Tap & Die 7 mo 

ension trouble This book may be vital Green River Steel Corp Sw. f 172 10:7 


write for yours 


{ oy to you. If you are suffering from this com Greyhound Corp 9 mo 183.6 170.8 
TOTY P'E Pn mon combination of nerve strain and Grumman Aircraft Corp. 9 mo 140.4 159.4 
——_ gastro-intestinal troubles, : 
> 4 


iddress MeCleary Clinic and Hospital, Hoving Corp 9 mo 23.4 21.0 
159 Elms Blvd., Excelsior Springs 6, Mo Indian Head Mills, Inc 9 mo 15.8 5.5 
Internat.NickelCo.ofCan 9 mo 325.5 307.1 
Internat. Paper Co 9 mo 648.6 589.4 
AT LONG, LONG LAST McCord Corp lyr.f 428 37.6 
Mead Corp 40 wks 126.3 113.4 
‘ Mengel Co 9 mo 54.6 34.4 
Mercke & Co 9 mo 129.6 117.8 
Motorola, Inc 9 mo 162.6 153.9 
Mt. Vernon Mills, Inc 9 mo 29.8 30.2 
It took some doing, but it's done! A nationwide affiliation of better motels National Airlines, Inc l yr. f 55.8 50.1 
National Auto. Fibres 9 mo 33.7 53.1 
now honors a single credit card for any service provided Here are just a 
few of the many advantages for salesmen Opelika Mfg. Corp lyr. t 19.4 16.6 
PanAmericanWorldAirways 9 mo 216.5 179.2 
& Covers accommodations, meals, laundry, telephone calls — any Pittsburgh Metallurgical 3 mo 9.0 7.7 
; F c 9 438.5 428.9 
service or product the motel offers including check cashing. el a Glass Co 9 117 98 
% Provides itemized bill which can be mailed to office or to sales Plymouth Cordage Co lyr. f 26.7 23.9 
man's home, as you prefer. x Established, indisputable record Ruberoid Co 9 mo 59.2 63.9 
' Ruppert (Jacob) 9 mo 25.7 26.0 
ax ( ctl , p 
for tax deductions. x Greatly reduces need for cash on person. ja a Mf a net RE frog 404.1 4117 
% 55.00 annual tee entitles bearer to all such privile ges at any Sears, Roebuck & Co 9 mo 2,651.4 2,477.5 
her . Smith-Corona, Inc 3 mo 12.0 7.7 
member motel Sunbeam Corp 6 mo 59.3 49.4 
Write tod for YOUR d 
Oe condo” cant Fev ontive outen Suse Texas Instruments, Inc 9 mo 29.8 20.1 
Textiles, Inc l yr. f 29.7 25.9 
MAIL THIS COUPON Soon tee had 1721 190.5 
: T Ss lect 3 . 39.1 36.0 
Enclosed is my $5.00 — send my card \ ung-Sol Electric ) wks ; 
Send me further details at no obligation. : U.S. Industries, Inc 9 mo 77.3 57.5 
‘) J 
QHVE UCM Name Title: ' Vanadium Corp. of America 9 mo 48.1 42.5 
MOTE! CREDIT Firm ! Vanity Fair Mills, tne imo 15.1 14.3 
‘ ' 
eles ; Address Wallace & Tiernan, Inc 9 mo 33.2 29.5 
coypporalion City State : Wurlitzer (Rudolph) Co 6 mo. 16.4 16.1 
Mail to: American Credit Card Corporation ; Yale & Towne Mfg. Co 9 mo. 90.5 76.1 
138 Federal Square Bidg., Grand Rapids, Mich 
ee eee 6 BOSS O66 G08 ickiteet cele di apes weiner a Zenith Radio Corp 9 mo 100.5 108.4 
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Advertising Agency 
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Agency: Robert W. Orr & Associates, Inc 

Ce Wee Glee, BR. ic cccscccccesesene @& 
Agency: McCann-Erickson, Inc 

American Airlines, Inc. .....scccccccces 95 
Agency: Lennen & Newell, Inc 

American Aviation ............. 58-59 
Agency: Royal & DeGuzman 

American Motel Credit Corporation ..... 114 
Agency: Van Stee, Schmidt & Sefton 

Advertising 

Architectural Record .72-73 

Bell & Howell, eseessesacee OH 
Agency Ro Erickson, Inc 

Pe ee I ccc cc edn tcuseeedee 48 
Agency: Frank C. Jacobi, Advertising 

Better Homes & Gardens .............. 9 
Agency: J. Walter Thompson Company 

Bill Brothers Publishing Company ..... 101-103 
Agency: The Schuyler Hopper Company 

Bloomington Pantagraph ............... 9% 
Agency: The Biddle Company 

Building Supply News ........ save ee ee 


Agency: Hal Stebbins, Inc 


Buffalo Courier-Express . >. 
Agency: Baldwin, Bowers & ‘Strachan Inc 


I Dib nsipieceneescedus wee 1 
Agency: Lewis Edwin Ryan 

Campbell-Ewald Company ....... 107 

Cappel, MacDonald & Company ........ 45 
Agency: Don Kemper Company, Inc 

Chicago Show nome Company ........ 28 
Agency: George H. Hartman Company 

Chicago Tribune ....... - +» 4th Cover 


Agency: Foote, Cone & Be! ding 

By es ED 6 6bn bas nN cdderdcesivers 64A 
Agency: Baldwin, Bowers & Strachan, Inc 

Columbus Dispatch 
Agency: Harry M. Miller, Inc 

Cummins Business Machines ........... 22 
Agency: Waldie & Briggs, Inc 


Dartnell Corporation . 74 
Agency: Arthur C. Barnett Ac ivertising 

DUPED CUO ccc ccccsezceesccsececvice 93 
Agency: W. 8B Doner ‘§ Company 

Display Sales CTT 


Agency: The S$ Cc Baer Comp. any 


Bee DB OE ccconcntssevcesees , 87 
Agency: Albert Frank. Guenther ‘Law Inc 

Gant Ge occ cccese snes bee 79 
Agency: Charles L. Rumrill & Company 

PUGET: so. vcnsnnsassanévisaceces coos FU 
Agency: Royal & DeGuzman 

The Faultiess Rubber Company .......... 94 
Agency: Leech Advertising Company 

Florist Telegraph Delivery Association . 88 
Agency: Grant Advertising, Inc 

G. O. Fossler ....... jnewes 75 
Agency: Schnell & Associates 

Fototype, Inc. . os Oe 
Agency: Kennedy ‘k Compe any 

Green Bay Press Gazette .............. 74 
Agency: M & M Advertising, Inc 

Greenbrier .. cocccscces FO 
Agency Needham & Grohmann, inc 

Greensboro News-Record . . 62 
Agency: Henry J. Kaufman & Associates 

Grit Publishing Company . ; ° 27 
Agency: Gray & Rogers 

Gulf Publishing Company . a 
Agency: Brennan cGary Robinson, Inc 

Jam andy Organization, Inc. 2nd Cover 
Agency: Campbell-Ewald Company 

The Schuyler Hopper Company 63 

I ond ce ele ee bd oectusaecews WW 


Agency Bernard J. Hahn 
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Indianapolis Star & News .. 
Agency: Caldwell, Larkin & Sidener 
Van Riper, Inc 
Industrial Publishing Corporation 
Agency: Dix & Eaton Advertising 


Keeney Publishing Company .. 

Agency: McLain & Associates Advertising 
Kleen-Stik Products, Inc. 

Agency: Burlingame-Grossman Advertisi ing 


Ladies Home Journal ... 
Agency: Doherty, Clifford Steers 4 
Shenfield, Inc 
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PRODUCTION MANAGER 
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DIVISION SALES 
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New York—Randy Brown, Jr., East 
ern Sales Manager; W. E, Dunsby, 
Wm. McClenaghan, Charles J. Still 
man, Jr., John C. Jones, Elliot Hague, 
Howard Terry, 386 Fourth Ave., New 
York 16, N. Y. LExington 2-1760 


Chicago—C. E. Lovejoy, Jr., West 
ern Advertising Director; W. J. Car 
michael, Western Sales Manager; 
Thomas S. Turner, John W. Pearce 
333 N. Michigan Ave., Chicago |, 
ill., STate 2-1266; Office Mar., Vera 
Lindberg. 


Pacific Coast—Warwick S. Carpen 
ter, 15 East do la Guerra, Santa Bar 
bara, Calif... WOodland 2-3612 


Lafayette Journal & Courier 
Agency: Denman & Baker, Inc 
Louisville Courier-Journal & Times 
Agency: Zimmer-McClaksey Advertising 


McClatchy Newspopers 

Agency: J. Walter Thompson Company 
McCleary Clinic 

Agency: Potts Woodbury Inc 
McGrew-Hill Publishing Company 

Agency: Fuller & Smith & Ross, Inc 
Manpower, Inc. . 

Agency Fromstein 4 Levy Advertis nq 

Agency 


Market Statistics ° 113 

Memphis Press Scimitar- Commoreiel Appeal 68 
Agency: General Advertising Agency 

Milwaukee Journal .. 5 
Agency: Klau-Van Pi etersom Dunlap In 

Moline Dispatch ......... 54 
Agency: Clem. T. Hanson Asso ates 

Nation's Business 6-7 
Agency: Gray & Rogers 

CBS ccccvccccesccccesees 54 
Agency y Grey Advertising Agenc y 

Newsweek . ee 18-19 
Agency Bryar an ‘Hou ston. Inc 

Oklahoman & Times ...... jird Cover 
Agency: Lowe Runkle Company 

Philadelphia oo 20 
Agency: N Ayer & Son, In 

Pasadeyate Inquirer 14 

Agency: Al Paul Lefton C omp any, Ine 

Product Coepasertnn 43 
Agency: Klau-Van Pietersom-Dunlap, In 

Remington Rand . 648 
Agency: Leeford, Advertising, ine 

Research Institute of America . 53 
Agency: The Schuyler Hopper Company 

Rock island Argus 54 
Agency: Clem. T. Hanson Advertising 

Salt Lake Television Stations 57 
Agency: David W. Evans & Associates 

Sheraton Hotels eoee 82 
Agency: Batten, Barton, Durstine & 

Osborn, Inc 

Slick Airways 13 
Agency: Harry W. Graff, Inc 

South Bend Tribune 49 
Agency: Lamport, Fox, Prell & Dolk, Ir 


Spokane Spokesman Review & Chronicle 96-97 


Agency Baker & Associates 


Strathmore Paper Company 
Agency: Abbott Kimball Company, In 


Syracuse Newspapers 


rederick 


Agency: The William T. Lane Company 
Telefilm, inc 

Agency: Allen, Dorsey & Hatfield, Ine 
Thomas Publishing Company 

Agency: N. W. Hudson Advertising 
Toledo Blade & Times 

Agency: Blaco Advertising Agency 


Troy Record Newspapers 


euros Air Lines 
Agency: N. W. Ayer & Son, Ir 
United Van Lines, Inc 
Agency: Kelly, Zahrndt & Kelly In 
United World Films, inc 
Agency: Cunningham & Walsh, In 


US News & World Report 
Agency: The Caples Company 


WCAU (Philadelphia) 

Agency: N, W. Aver & Son, In 
WDIA (Memphis) 

Agency Brick Muller Advertisir g 
WHO.-TV (Des Moines) 

Agency: Doe Anderson Advert 
WSTV-TV (Steubenville, 0.) 

Agency: The Wexton Company, In 


sing Agen 


Weekly Newspaper Representatives, inc 
Agency: St. Georges & Keyes, |r 


Westinghouse Broadcasting Company 


Agency: Ketchum, Macleod & Grove 
Winnebago Newspapers 
Agency: Cumm ngs, Brand & McPher 
Advertising 


Worcester Telegram Gazette 
Agency: C. Jerry Spaulding, inc 
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THE SCRATCH PAD@}-as 


By T. Harry Thompson 


\ theo grit ve i new Carl 0 té 
ot ee ptogra Viisfort ine al 
wa come in b i door that ha been 
left open Tor then (I wouldn't vo 
oO lar as to i ilwa 
a 
LAKRIAGI \ snore and a delusion, 


Snared by 


London's llarry 


CORRIDOR jed-Pan Al 


Klein. 


HOSPITAT 


Johnny Le knew a 
prano who hit ich high notes, on 


the dogs could hear him! 


mond boy 0 


Red 
the cost-of-living has gone up 30 cents 


i fifth 


Skelton observes ruefully that 


ao 
I don’t know the merits of Jayne 
Viansfield divorce but I always 
thought he had a co ple ot things 
n her lAVO 
. 
Cieneral ‘lire gets a twist: ‘Two 


treads are better than one.’ 
An armada of 10 


broadloon carpet 
battle 


hips carrying 


Ti adline 


with rug ndividual 


\n ad asks Is your English hold 

ou back?” It ain’t that; it’s n 
onality 

o 

Kcce signum! Don't Kill 
Wite with Work. Let Electricity Do 
It Poster in Willesden, England 


es 
OLD-TIME! \ 9 who remembers 
Pic or 4 iret 
. 
Cla fied classi “Lonel lady, 
t with little dog seeks post 


nother advertise 


Proctor lron 
that ha 


phrase: “Is 


onto a 


latched 


there a Proctor in the 


Lhe late Horace 
must have flipped in his sarcophagus 
at the title of that Sate vepost serial 
QO. B 


Cjseorge Lorime 


Contessions of an S 
” 


What « er 


ool ad 


became of Keen Kutter 
ertised in color-spreads in 


back 
. 


VieCay ran Bible 


says fits a phase of selling 


, 


the mags away there 


Paul 


quote he 


aCTOSS a 


you're leaving an account after 
first call: “I 


a Strange pla 


where 
making your very was 


a Stranger in 
~ 
AC Spark-Plug plug 


“ACtion starts with AC.” 
theme 


(jslad to see 
the theme: 
Another 


site and 


which strikes me as 


simple is American Can’s 


ZSA ZSA GABOR: Strictly from Hun 


gary. 
. 


The Corn Is Green Dep't: In a 


dog-race, the mechanical rabbit al 


ways wins by a hare. 
- 
I’m also glad to see Whitman’s 
Chocolates using the slogan, “A wom- 


forgets the man who re 
after a long hiatus. 


an never 


members 
e 


It’s nice to note the interest in 
drama revealed in some of the movie 
mags. Witness these brief excerpts 


from a question-and-answer column: 

Q. Who has the larger bust meas- 
irements, Marilyn Monroe or Diana 
Dors? 

A, Monroe. 

Q. Does Audrey 
falsies? If not, why 


aed 2 
bustier on some occasions! 


Hepburn wear 
does she look 
A. Miss Hepburn wears falsies on 


occasion, 
e 


Which brings us to a Max Factor 
headline we hairy apes can applaud: 
“Primitif for the woman who is 
every inch a female.” 


How's Your Bump of Curiosity? 


The dictionary defines 


a quidnune 


as “One who seeks or affects to 


know all that 1s poling on; an inqui itive busybody.” 


The latter part of the definition isn’t exactly flattering, but the fore 


rr 
| irt 


is comme ndable 9 


irrying phre nologist will agree, 


Thomas Edison de veloped his 
It wave us, 


{ 


, : 
for the imps of ¢ hina” one of 


Al inde 


which has no suitable substitute, 


Sale: executives 


reasons le iding to ¢ «pandin ; 


of the mere handise 


| he »¢ 


market rs, tortunat ly, « 


among other inventions, the electric light, 


Graham Bell’s Bump oO 


even in our electroni 


have this same thirst for facts 


market 


especially when put to practical use. Any card 


Bump of Curiosity to a high degree. 


and made “oil 
last markets tor kerosene. 

tr ¢ uriosity led to the telephone, 
age. 

which seeks sound 
merits 


over and above the basic 


not have to be their own Sherlock 


Holmes. Highly trained researchers stand by to dig and digest. The 


ies executive 


must want to know, howe 


ver, what the score is. 


| ivurative ly, his Bump of Curiosity must stand out like a carbuncle. 


He will be 
to beat in the battle of the brands. 


How's 


your Bump of Curiosity 


a hard man to surprise, 


Equally, he will be a hard man 


SALES MANAGEMENT 


. Checked Our Oil Lately? 


A MULTI-BILLION DOLLAR tail sales, that means oil rich Oklahoma is 
a market where you can strike it rich, too 
INDUSTRY IN OKLAHOMA — 


It pays to keep drilling in Oklahoma—for 


Oklahoma's oil is worth checking! Sixty- oil, and for business. Your best drilling tools 


eight of Oklahoma’s 77 counties have oil are the Oklahoman and Times — greatest 


or gas production — an economic boost media in the state in circulation, prestig¢ 


worth billions annually! Translated into re- and buying influence 


published by The Oklahoma Publishing Co. 


represented by The Katz Agency 


Who in the world 


saves money in Chicago? 


Atonszo King was in the counting room counting 


up collateral. 


A battery of fiscal queens were at the calculators 


calculating interest. 


It was the usual busy, busy day at King’s King- 
Size Savings & Loan Association. 


Now Mr. King had built his business to serve the 
financial needs of the lunch pail and bandanna set. 
And the long string of golden goose-eggs in King’s 
S. & L. Assoc. capitalizati0000000000n statement 


proved how well he had succeeded. 
But Alonzo wanted still more OO0O00000000000’s. 


And he figured the best way to get them was to 


» 


Cc 
< 

ee, "/ tag 

oa & mY, 


increase his business with 
the rank and file mob-ility. 
**Let the banks cater to 
the Four Hundred,” ad- 
vised Alonzo. ‘‘We’ll concentrate on the Four Mil- 
lion.” 
But before Alonzo went further in plans for ex- 
pansion, he decided to check with Joe, super-duper 
sleuther from the Chicago Tribune advertising staff, 
to find out what he knew about who saves money 


and where in Chicago. 


And here’s what Joe found out about the people 


who save in Chicago: 


According to a survey made among 3,880 Chicago 


families, 61.1% have savings accounts—41.8% save 
in banks only, 8.0% in savings and loan associations 
only, and 11.3% save in both. But here’s where the 


surprise came in. There 


was little or no difference f 


Kp] 
‘ ia 
y, er wen UV ¥ 
in education, income or r ' Ui ue hs 
occupational level be- Ww }*: T 
T YA { 


Lh 
tween the people who WY oe yn 
yy” N 


saved in banks and those 

who saved in savings and loan institutions. Fam- 
ilies with incomes in excess of $7,000 made up 31.3% 
of the bank savers and 34.9% of the savings and 
loan savers. “‘White-collar”’ workers made up 44.5% 
of the bank savers and 44.4% of the savings and 
loan savers. The same similarity between the two 
groups existed in age and education of male head 


of household. 


‘Well, well, compound my interest and double 
my assets!’’ ejaculated Alonzo, “I guess the savings 
and loan associations are doing business with the 
same people the banks are. And the entire Chicago 


market is now our oyster.” 


“And speaking of the entire Chicago market,” 
chimed in Joe, “‘any time you’re interested, I’d be 
glad to give you facts and figures on the one medium 
that covers it effectively.” 


Nobody knows Chicago like the Tribune. Noth- 
ing sells Chicago like the Tribune. And Joe’s just 


the one to give the facts to you. 


Chicago Cribune 
THE WORLD’S GREATEST NEWSPAPER «3; 


